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PUBLISHED EVERY OTHER THURSDAY 


ed Slaymaker 60 SPECIALS 


one Team Between now and Nov. 1, Slaymaker offers you the opportunity 
to make more than 100% gross profit on cost of refill stock assort- 
ments for Slaymaker’s popular wire racks and displays. With each 
stock assortment of only 18 locks—3 each of 6 popular numbers 
—Slaymaker will give you absolutely free 18 key blanks worth 
35¢ each . . . $6.30 total . . . when cut! 


Refill Stock Assortments 


ASSORTMENT cont uins 3 each of these ASSORTMENT contains 3 each of these brass, 
brass padlocks included in * yminated and combination locks 


NO. 175 PB17 and SM17 NO. 575 cluded in PB57 and SM57 


DEALER PROFIT 


Coon ee ow (a oe ene een emma cea ome een See eo re 


¢ 
i 
‘ 


No. 453 


No. 55 No. 75 
LOCKS INDIVIDUALLY BOXED .- PLUS 18 FREE PE 
IN SENSATIONAL SEE-PACK 
._ Slaymaker’s See-Pack—a colorful boat K E Y 5 LA N K Ss 
. encased in a removable plastic sleeve 
—has revolutionized padlock merchan- SS. Fog 
dising. Tests prove that See-Packed 


locks outsell others as much as five A d k 
ae to one! nd Now Slaymaker 
HANGING 
MOST VERSATILE PADLOCK PACKAGE . . . DOES TOP-SELLING JOB! D 
? adlocks Are... 


GUARANTEED 
FOR LIFE! 





On Wire Rack 


c lay mM a ker LOCK COMPANY - LANCASTER, PA., U.S.A. 


Since ay Brass and Bronze Hardware « World’s Largest Producer of Brass Pad! ocks 





GOOD NEWS «=z om GOTO. 


| REALLY LOVE MY 
MOTHER-IN-LAW! 


If it weren't for her, where would I be to- 
day? (Single!) 


Some of you may not believe me when I tell 

you how fond I am of Mother (in-law) Dear 

~»eand you're right. Anyhow, I can tell 
This is Mrs. N. J. you that she is a severe critic...and in my 
Freeman, my 4 book her approval is the equivalent of the 
ever loving grey | | Good Housekeeping Seal and U.S. Laborator- 
haired mother-in-law : ies wrapped in one. 


I'd just like to remind you of a few of the very important reasons why my m-i-l is 
so enthusiastic about Woodhill Chemical and the DURO-PLASTIC line. 


OUR PACKAGING has always led the fix-it field. Ever since we originated, and in- 
troduced DURO-PLASTIC ALUMINUM in the Show-Pak display card, we've been showered 
with praise...and more important, SALES. Bubble packing does the selling for you... 
and every one of our items has it. AND TALKING ABOUT ITEMS...notice who comes up 
with the new items, first! Naturally: Mother's fair haired (and fat headed) boys. 
After the DURO-PLASTIC ALUMINUM came the PLASTIC RUBBER, PLASTIC PORCELAIN REPAIR, 
PLASTIC MENDER, handy-patch, CHEMSTEEL, Liquid STEEL, rust REMOVER, WHITE GLUE, E- 
POX-E GLUE...and there are three to be announced this summer. 








WE EVEN STAY UP NIGHTS THINKING OF WAYS TO HELP YOU SELL OUR STUFF. Wire display 
racks...Merry-Go-Round displays...Peg Board Merchandisers...sample applications... 
envelope stuffers...ad mats...and a host of other FREE Dealer Aids. And, how do 
you get them? Easy. Just use the postpaid card that's in every carton of DURO- 
PLASTIC merchandise. Our cooperative advertising program is in black and white and 
in NRHA'S *co-op ad book....and we were the first to sign up for Hardware Week. 








I COULD “ARRY ON A LITTLE MORE ABOUT BUSINESS AND MOTHER, but I'm running out of 
Space. Just remember that all good Americans love their Mother and Country...so be 
patriotic, love my Mother (in-law), and keep her happy, healthy and traveling by 
buying and selling our line. (It's also especially profitable for you.) 


Sales Manager 
and Son-In-Law 























Order from your jobber or write to: 


THE WOODHILL CHEMICAL CO. 


“The Nation’s Only Mother-In-Law Approved Line” 
1390 E. 34th Street - Cleveland 14, Ohio 





New deluxe companion 


om aalsanrelaalelels 
80's... priced under $3.00 
\ 
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ye rm ua 
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LE35 NIGHTLATCH | 


All the features of the rugged Yale “80” dressed in a modern, smoothlined design that sells on sight. Packaged in its 
own “salesman” —an eye-catching display shelf-box with latch in transparent plastic bag. Five-pin tumbler keying — 
operated outside by key—inside by knob. Latchbolt can be held back by stop. Same cylinder and screw hole locations 
make the new ‘85’ interchangeable with the Yale ‘‘80” 


Contact your jobber or write The Yale & Towne Manufacturing Y yay @ a & TOW N - 


Company, Lock & Hardware Division, White Plains, N. Y. 


Want more facts? Circle 101, p. 65 


YALE— REG. U.&. PAT. OFF. 
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Plan now to attend! 
28th annual 
. Worthington Toy & Gift Show 
July 17-27 














1,350 new toys from i mee ©" 2,000 new housewares 
131 manufacturers. lls | items. 


See Chatty ow, the My Many direct from Atlantic 

doll that says 11 different | ook: City National House- 

sentences... new River- : Be wares Show... decorative 

boat Kit... Johnny Ringo i , ae glassware, figurines, din- 

Gun... all TV-featured Pe | be: ner and kitchen ware... 

merchandise. Be lots of 98 cents to $1.98 
| | foe: merchandise. 





——— 





Sunday, July 17 
through 
Wednesday, July 27. 


Location: eee 
West 6th Street Building 


THE GEO. WORTHINGTON CoO. 


CLEVELAND 1, OHIO 
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give greater product selection 
to your customers... 
greater dollar volume 
to your chain sales! = 


Chai 
e Watch your profits from chain and Rien oe 


related chain items go up when you offer Assortment 
your customers eye-appealing, sales-stimu- 
lating assortments by ACCO! These assort- 
ments help you build a well-integrated chain 
section in little space under the most re- 
spected name in chain—ACCO. 

ACCO gives you the largest selection of 
assortments to choose from—neat package 
displays, quick-pick wall displays, and the 
new ACCO Chain Salesmaker Display Stand 
with cutter—the last word in a compact, 
self-merchandising unit for featuring a 
variety of popular chain types. And all of 
these assortments are color-coordinated in 
ACCO yellow and blue and are clearly 
labeled so that customers can shop... 
select...and buy the specific item that 
they want. 

Here’s an example of the profit you make 
from selling ACCO assortments. The ACCO 
Chain Salesmaker, including the display pene 
rack with cutter and the No. 38 seven-reel , ae 
chain assortment, costs you $91.80. Sold i Sea ast 


























Acco Dog Chain Acco Key Ring 
Assortment Assortment 








aan rate | aaa | 
at suggested retail prices you ring up a era ae 


whopping profit of $107.45. 
Ask your distributor about the ACCO VE 
assortments shown here and about the Ee Acco Counter-Pak Acco Cotter Pin 


many others he has to offer. Chain Assortment ” Assortment 


ORDER FROM YOUR DISTRIBUTOR 


¢ Contact your American Chain 
distributor for complete informa- 
tion about ACCO assortments or 
write our York, Pa., office for free 
Catalog DH-176. 





American Chain Division 
AMERICAN CHAIN & CABLE 
Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 


Sales Offices: *Atilanta, Boston, *Chicago, *Denver, Detroit, Acco Sash Chain ee Acco Repair Link 
*Houston, *Los Angeles, New York, Philadelphia, Pittsburgh, (Wife Assortment : Assortment 
*indicates Warehouse Stocks *Portiand, Ore., *San Francisco } ase ris ce 





TR 








Ye sapphic tate nai 








Want more facts? Circle 103, p. 65 
6 «© HARDWARE AGE, June 30, 1960 





» 


Leonard V. Rowlands, Publisher 
EDITORIAL STAFF 
William A. Phair, editor 
gE; i » Managing editor 
r feature editor 


“er * . 
It" Directory editor 
. Dixon, associate editor 


-R. C. Rittenhouse, associate editor 


William P. Farrell, assistont editor 
Cc, M. mpbell, production editor: 
Washington 


orge H. Baker, chief 

Neil R. Regeimbal 

Ralph W. 

Paul Wooton, Washington member 
editorial board 


John H. Kofron 
Chilton Research Director 


Robert Gunning Associat 
Readability commaonts si 


d. %. mig 
Manager, Reader Service 


BUSINESS STAFF 


C. C. Read, advertising manager . 

N. M. Cartmell, Jr. i le tg 
marketing assistance 

Mary K. Dickinson, production monoger 


Regional Offices 
Boston 10, Mass. 
John G. Wilcox, 10 High St. 
Telephone: Liberty 2-4460 


New York 17, N. Y. 
C. A. Wardiey—W. A. Roos 


Philadelphia 39, Pa. 
Edwin J. Sellick 

Chestnut & Séth Sts. 
Telephone: Sherwood 8-2000 


Cleveland 15, Ohio 

W. M. Hart, Jr. 

930 B. F. Keith Bidg. 
Telephone: Superior 1|-2860 
Detroit 2, Mich. 

G. L. J. Mitchell 

714 Stephenson Bidg. 


6560 Cass Ave. 
Telephone: Trinity 4-1616 


Chicago |, Hil. 

William E. Comiskey—James L. Phillips 
360 N. Michigan Ave. 

Telephone: Randolph 6-2166 


San Francisco 3, Cal. 
Frank McKenzie 

1355 Market St. 

Telephone: Underhill {-9737 


Los Angeles 57, Cal. 
L. H. Jackson, 198 S. Alvarado St. 
Telephone: Dunkirk 7-4337 


Atianta 3, Ga. 
John W. Sangston, 32 Peachtree St., N. E. 
Telephone: Jackson 3-679! 


Dallas 6 Texas 

Harold —. Mott 

189 Meadows Building 
Expressway at Milton 
Telephone: Emerson 8-475! 


Address mail to Chestnut & 5éth Sts., 
Philadelphia 39, Pa.;: SHerwood 8-2000 


Charter Member 





Editorial 


by W. A. Phair 


The golden egg... 


In these days of confusing and conflicting tides in business, we 
seem to be losing the ability to look at the long term picture. 


The pressures of day-to-day decisions are causing us to drift into 
the habit of thinking only of the short range outlook; we think only 
about today and ignore tomorrow. 


. . - , 

This is an understandable situation, but a dangerous one. Today’s 

headaches are certainly very painful and need attention. But tomor- 
row is also very important and cannot be neglected. 


One area in particular in which there appears to be a lack of long 
range thinking is in the manufacturer-wholesaler-dealer relations. 
This condition finds reflection in the tendency of some manufacturers 
to grasp at claims of “new distribution methods” or to believe “that 
the middleman is doomed.” 


They believe that in accepting these statements they find justi- 
fication for altering their distribution policies. But this type of 
thinking can be very misleading. It may seem to solve some short 
range problems, but the big question is: Does it provide for the long 
range outlook? 


If we continue to ignore the long range picture we may find our- 
selves in the position of killing the goose that has laid so many golden 
eggs for the hardware industry. The golden egg in this case is the 
manufacturer-wholesaler-dealer system of distribution. 


Time has demonstrated that this is an economically sound system 
from every viewpoint, including the consumers. Over the years it 
has been modified in many ways to meet new conditions. 


There will be further modifications in the future. But there are 
no real facts available to justify the belief that the whole system 
is outmoded. 


What is happening is that a variety of newcomers is seeking to 
establish themselves in the distribution picture. And to accomplish 
this they are trying to sell the idea that they represent the “new way.” 


We must understand that much of the criticism directed against 
wholesalers and dealers is strictly sales propaganda, designed to help 
certain groups gain an advantage. We must learn to evaluate these 
claims very carefully; we must understand that they are simply 
claims, not statements, of fact. 


Before we undertake to change horses, let’s be certain that the 
new team will do as well as the old. Else we may find that we have 
helped kill a good system, in exchange for one that sounded good 
and looked good, but which wouldn’t work when put to the actual test. 


Manufacturers who remain aloof from today’s problems of whole- 
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salers and dealers are taking a shortsighted viewpoint. It is con- 
ceivable that the future may bring to the manufacturer problems 
that he will need help in solving. And that help may not be there. 
The import question may well be one of these headaches. 


The team spirit has made the manufacturer-wholesaler-dealer com- 
bination successful in the past. It can keep this partnership success- 
ful in the future. But to do this, every man on the team must con- 
tribute his full share of effort. 


This means, in short, that if a manufacturer expects to find sym- 
pathy and help in solving his problems, he must extend the same 
spirit to the other members of the team. Let’s not kill the goose 


that lays the golden eggs, until we are sure we have an adequate 
replacement. 


Power mowers and safety oe 


The rapid growth of the power mower industry has been accom- 


panied by the stresses and strains experienced by every growing in- 
dustry. 


Distributors and dealers are familiar with some of these problems, 
such as servicing, trade-ins, pricing and distribution policies. But 
there is one situation which thus far has been faced by manufacturers 
alone, but which eventually must be faced by everyone in the power 
mower industry. This is the matter of safety. 


The power mower is just like any mechanical device. It is a poten- 
tial source of accidents. As the number of mowers in use has in- 
creased, so have the number of accidents. This accident rate has 


now reached the point where it could become a serious problem and 
could affect sales. 


Manufacturers have kept their eye on this situation and have been 
working in several ways to do something about it. One of their 
approaches has been an industry effort, through the Lawn Mower 
Institute, to establish certain standards in the design of mowers 
that would minimize the accident potentials of mowers. This effort 
has reached the stage where such standards wiil shortly be put into 
effect on a voluntary basis. 


A second phase of this attack on accidents has been through con- 
sumer education. It is in this field that wholesalers and dealers can 
contribute to reducing accidents from power mowers. 


Distributors can help in this drive by spending a little time at 
their dealer meetings discussing and explaining the safety rules of 
mower operation. Dealers, in turn, can make certain that buyers 
understand the proper way to operate a mower. 


Most lawn mower manufacturers have booklets available on the 
safe operation of mowers. You and your clerks should be familiar 


with these rules and able to pass them on to your customers. 
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Bright new star with a sky-high future! = that gives stainiess permanent deep-down 
Here's the budget stainless with the million- @--- lustre. Careful craftsmanship ensures 
dollar look—and the multimillion-dollar market! perfect balance (never bowl-heavy), perfect 
The sky’s the limit to your sales of North Star | uniformity in every piece. Plus smart-set 
by Wallace—for here is Wallace beauty... a WOM 7 4 . packaging that really puts gift sales 
Wallace quality... Wallace workmanship. Bril- A So Nag . hk into orbit! Stock up on new Wallace 
liant contemporary pattern is enhanced by | North Star with Hi-Lyte Finish today! 
Wallace’s dazzling new Hi-Lyte Finish , eee —24-PC. SET, Service for 6 only $10.95 Retail In Display Gilt Box 


VVALLACE)}“|STAINLESS 


A DIVISION OF WALLACE SILVERSMITHS AT WALLINGFORD, CONN. SINCE 1835 


SEE FOR YOURSELF! VISIT BOOTHS +223, 225, 227 
AT THE HOUSEWARES SHOW IN ATLANTIC CITY! 


Went more facts? Circle 104, p. 65 





WASHINGTON 


Tus 


A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


Easier money for expansion .. . 


Money and credit will be in easier supply for at least the next 
five months. The Eisenhower administration’s policy of tight money 
has been shelved. Interest rates are coming down. Loans of all 
types—business, consumer, and farm borrowing—will be much 
easier to undertake from here on. Lower borrowing costs, coupled 
with easier availability of money, should pave the way to a strong 
state of business expansion and capital improvement in the months 
ahead. 


More toy-age customers... 


Dealers should be paying close attention to the children’s market. 
The number of children in the 5 to 13 age group has increased 
by 10 million since 1950, the Census Bureau reports. This is an 
increase of 46 percent. This age group is growing faster than any 
other. Dealers should keep track of this huge market. As the 
group ages, buying and sales appeals should be planned accord- 
ingly. The children’s market is a tremendous potential. 


Price controls? Not now... 


Talk of federal controls over prices continues to crop up in Wash- 
ington. Barring war, or all-out emergency, however there is no 
chance that a price-control law will be written. Most of the urg- 
ing for authority to control prices comes from Leo Hoegh, direc- 
tor of the Office of Civil and Defense Mobilization. He has asked 
Congress several times for permission to fix prices of goods sold 
at retail and wholesale. Congress refuses, saying it can write a 
price-control law on short notice if and when it is needed. 


Beware of advance fee deals... 


Hardware dealers, beware of swindlers. The old advance fee racket 
is fleecing small businessmen out of $25 to $58 million a year. This 
is the conclusion of senate investigators. A slick-tongued salesman 
takes a fee from a small businessman in need of a loan, promising 
to find him credit or investment money. The salesman doesn’t pro- 
duce. The advance fee ranging from $125 to $6000 is lost. 
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...puts the 
bugs in the bag... 


and the money 
in your pocket! 





A revolutionary night-flying insect trap— that 
lures insects with black light, sucks them into 
a velocity air stream and spins them into a 
plastic bag for easy disposal. It’s light— weighs 
less than six pounds; compact—only 14 inches 
high, and economical — runs all night long for 
30 nights for less than $1.00. Best of all — 
it has consumer utility and consumer appeal 
—a single unit displayed in your store will 
bring you steady sales and profits this summer. 
Stock up now! Order direct from your jobber. 
If he can’t supply you, mail the coupon below 
for the name of one who can. 


SPECIPRIiCATIiON &© 


Operates on 115 Voit, 60 cycles. 


Equipped with 10” grounding spike, 7 feet of rubber- 
covered, 3-wire cord. 


Housing of sturdy, long-lasting, Cycolac plastic. 


Motor, Black Light, and Ballast manufactured by General 
Electric. 


50 disposable plastic bags with each unit. 
Sealed-in (permanently-oiled) motor. 


Equipped with L-shaped hanger for wall, fence, post, or pipe 
mounting. 


Suggested 
Retail Price 
$54.50... 
generous profit 
to you! 








PICNIC 


MAIL COUPON TODAY! 
Ampsco Corporation © 1281 South Front Street © Columbus 6, Ohio 


As advertised in House Beautiful, 
“ee 8 oe 8 8 ee ee ee ee ae a 


Living for Young Homemakers, and Popular Mechanics. 


Gentiemen: Please send me catalog page on the new 
Spinsect night-flying insect trap, and the name of your 
= jobber in my area. 


— 


Lg 
be 
Es 
. 


SC Cryocration a C 7 : me né 


dere - ADDRESS 
1281 SOUTH FRONT STREET © COLUMBUS 6, OHIO CITY ZONE___STATE__ 








WM EON. 
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HARDWARE BUSINESS 


OuTlooK 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


Tariffs to regulate imports .. . : 
Watch tariffs. Look for more steam back of drives to increase 
tariffs to combat imports. Geneva conference this fall to cut 
tariffs (HA, June 16, p. 10) unleashes pent up emotions over U. S. 
Reciprocal Trade Agreements policy and constant lowering of tar- 
iffs. Congressional proposals to increase tariffs, to tie in tariff 
rates with wage scales in country of origin, likely to get more 
support. For instance, E. A. Cole, counsel B. F. Goodrich Co., 
writes U. S. Chamber of Commerce to sharpen awareness of dan- 
gers of our ; '.eign trade policy, to urge “Congress to re-assert 
its constitution. authority over tariffs and tariff policy.” 


It looks like a good summer ... 

Retail sales should hold up over the summer. Here are figures 
from government to support the outlook. Latest reports show 
employment up, unemployment at lowest level in a year. Per- 
sonal income is at a new all-time high; adjusted annual rate now 
is $20.3 billion over a year ago. Hardware store sales are setting 
new month-to-month records. Hardware dealers are aware that 
business lost through unseasonable weather isn’t made up, but 
the background of business offers reasons for optimism about 
summer-fall sales. 


Business will spend more... 


There is further evidence that business will pick up in the second 
half of the year. Now comes early reports that expenditures for 
new plants and equipment will be about $37.5 billion in the third 
quarter; about the same expenditures will be made in the fourth 
quarter. These figures are slightly more than expenditures in 
the first half. Another factor: easing of money (see p. 10). New 
plants mean a better market for builders’ hardware, and more 
payrolls putting customers in the retail markets. 


Service will sell mowers . . . 


Service looms as a key to power mower sales next season. Early 
reports indicate some grocery stores, and other fringe markets, 
are running into trouble this year. Theory is that fringe market 
outlets appeal mainly to first-time buyers: Sales people in fringe 
markets have trouble handling complaints. Result: customer with 
complaint that could be settled by simple engine adjustment is 
given a replacement. Question: who is going to pay for these 
returns, the grocery store or the manufacturer? Clue to hardware 
dealer: strengthen sales appeal by promoting product knowledge 
that helps customer select right mower, by offering service that 
keeps mower running. 


... turn to page 90 for more news of How’s the Hardware Business 


12 © HARDWARE AGE, june 30, 1960 











Self-Propelled 
REEL 
New Front-Throw 
Trimmer Type 


MODEL P924-HS, 24” Deluxe, 3% H.P., Wind-Up Snap 
Starter, Finger-Tip Height Adjustment . . . Available 
with Recoil Starter . . . Also in 20° and 22” Sizes 3 H.P., 
Recoil Starter. 


neat 








MODEL 321-S, 21”, 3 H.P., Wind- 
Up Snap Starter with Many NEW 
Pincor’ Touch-Go Features. 
Remote Control— 
Standard on above and all . MODEL P5521, 21”, Deluxe, 2 H.P., Recoil Starter . . . 
Rotary Models except electric Also Available in 18” Size. 


P ~ | Self-Propelled 


ROTARY 











MODEL P424-S, 24” Deluxe, 3% H.P., Wind-Up MODEL P622-HS, 22” Deluxe, 3 H.P., Wind-Up MODEL P817-E, 17", 11, H.P., Adjustable 
Snap Starter or with Recoil Starter. Also avail- Snap Starter, Finger-Tip Height Adjustment. Cutting Heights. 
able in 20” and 22”, 3 H.P. with Recoil Starter. Available with Recoil Starter and in 19" sizes. 








® There’sanewlineof PINCORS Handle Control; Fast, Simple 
to help you build bigger sales in Height Adjustment; New Power 
1960. A leader is the all new 21” Drive and Wheel Design. All of 


Front-Throw Reel which trims to 
the very edge of trees, walks and 
fences. A few of its many unique 
features your customers will like 
and buy: 3 H.P. aluminum engine 
with New PINCOR “Wind-up” 
Snap Starter; One Knob, Remote, 


- 
\educts 


the other new, 1960 PINCOR 
models, Rotary, Reel and Electric, 
have new advanced features, too. 
You should get the complete details 
on them....and find out why 
“You'll Profit More With Pincor 
In 1960.” 


Write, wire or phone for literature, 
prices and model specifications . . . 
GET STARTED FOR ‘60 PROFITS NOW! 





Manufactured by PIONEER GEN-E-MOTOR CORPORATION 5840 w. Dickens Ave., Chicago 39, II!. » Telephone BErkshire 7-4100 


Want more facts? Circle 106, p. 65 
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MERCHANDISING 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


WHAT EFFECT WILL THE UPROAR IN THE ORIENT HAVE ON BUSINESS? Presilent 
Eisenhower's rebuff by a hard-core few of Japan's 90 millions, on 
top of the Summit fiasco, has prodded the Senate into an extra 
$1.2 billion for defense. Total budget now: a whopping $41.7 
billion. This will boost income in most manufacturing communi- 
ties next year. A second effect is stirring a mild consumer boy- 


cott. This may grow if Japan's left-wingers continue heaping 
insults on Uncle Sam. 





























BETTER BE WARY ABOUT YOUR "FREE" PAINT PROMOTIONS. Better Business 
Bureaus, the Federal Trade Commission, and consumers are rightly 
Suspect of some paint giveaways. Prime suspect in advertising is 
"buy-one-get-one-free" deals. Also under fire are l¢ sale tie-ins, 
warehouse sales of limited supplies, and ads making silly claims. 
Among these: Positive waterproofing under all conditions for 
basements and "everlasting" or "lifetime" guarantees. 

















TAKE YOUR BELT IN TOO FAR. With production riding an all-time 
high, wholesalers and dealers in durable goods are depending more 
and more on someone else to carry the stock and deliver overnight. 
Retail inventories now are lower than at any stage in the post- 
war period. This could well mean trouble as we coast into a fall 
market that is shaping up to be the best in history. Narrow 
Stocks mean thin selections, delayed deliveries. Sales suffer. 
Since prices aren't going to fall, there's no benefit in risking 
lost sales through skimpy back-up stocks. 






































A SILVER LINING FOR YOU IN THE HOUSING CLOUDS? Though new home starts 
are off this year, FHA's Title I home repair loans are booming. 
And the financing money for these improvement loans is plentiful. 
More and more big-ticket remodeling jobs are being ordered. 
Sample: average kitchen overhauls are now in the $1300 range. 
Built-in appliances, decorative hardlines, and all contractors’ 


Supplies headed for a healthy spurt in this year's second half. 
Promotions keyed to home improvements will pay off. 
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| 10, é A new crop of customers is on the way! They're youngsters whose buying ff 
— | habits follow in their father’s footsteps. At home and in school they are 
learning the use of tools, how to select materials and components — and how to combine fer SOUTHER 
all of them to form successful projects. 
They know from wise instruction the value of using USA-made tools and components; —| 1S TEN ERS 
how dependable quality in the materials used is as important as the know-how required =e% 
in a project. 
Are you attracting satisfied customers — and the upcoming crop too — by stocking 
your place of bus..,ess with USA-made quality products such as Southern Screws? If not, 
stock the full Southern fastener line — the screws in the tough, soil-resistant boxes bearing 
Southern's NRHA-approved label system. 
Put Southern Screws in your want book today. Better yet, call your Southern distribu- 
tor now. Ask him for Catalog P-2; or write direct to Southern Screw Company, P. O. 1360, 
Statesville, North Carolina. 
scREW Se2 27 Bf 


Sold Through Leading Wholesale Distributors. Warehouses: New York * Chicago STATESWILEE © NORTH cam@cima 
Dallas « Los Angeles. 


Of 
he 


Wood Screws Stove Bolts Machine Screws & Nuts Tapping Screws Carriage Bolts Wood Drive Screws 


Want more facts? Circle 107, p. 65 
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PROVED Mi: 

TOP CHOILE SS 
OR LOW OVERH 
‘DELIVERIES 


FIRESTONE, THE LOW-COST-PER-MILE TIRE FOR ON-TIME HARDWARE DELIVERIES! 


Firestone tires’ low-cost-per-mile is reflected in performance records of 
thousands of trucks across the country. That’s because 425,000,000 tire miles 
a year in Firestone’s own tire testing program prove Firestone truck tires 
are your best buy! This vast tire testing program resulted in Firestone 
Rubber-X, the longest-wearing rubber ever used in Firestone truck tires. 
It also resulted in Firestone Shock-Fortified cord which means extra miles 
of service out of every tire. Get performance proved Firestone truck tires, 
on convenient terms if you wish, at your nearby Firestone Dealer or Store. 


Firestone 


BETTER RUBBER FROM START TO FINISH 


Copyright 1960, The Firestone Tire & Rubber Company 


oe 





Want more facts? Circle 108, p. 65 
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i} DTX® Non-Metallic Sheathed Cable 


it's the WHITE wire. Non- 
sticking, smooth and easy to 
pull, OTX will not flake off. 
Moisture and flame resist- 
ont, it is clean to handle 
and strips easily. 


PITY fel, ie 
PRODUCT INDEX 


600 V Building Wire Type RHW 


Taped with Dupont “Mylar” 
to provide an improved mois- 
ture borrier. Smaller dia- 
meter. Sheath is wax lubri- 
cated to reduce pulling 
resistance. Standard colors, 
solid or stranded, sizes 6 
AWG through 1000 MCM 








Heavy Duty Portable Cords 


Available in Red-D-Prene” 
(red or black neoprene jack- 
et) oil, heat and flame resist- 
ant; Black Diamond (ulock 
rubber) for general purpose 
use; and Signal Yellow ([yel- 
low thermoplastic) for all lo- 
cations where heat is 
no problem. 





New UL listed Thermoplastic 
building wire for 75° wet or 
dry application. Small dia- 
meter, slick silicone finish. 
Standard colors in solid and 
stranded ... sizes 14 AWG 
through 4/0. 





Diamond DUF® Type UF 


Thermoplastic insulated and 
jacketed non-metallic 


sheathed cable. Retards 
flame and has excellent resist- 
ance to moisture, corrosion, 
fungus, abrasion. UL listed. 


Diamond DTW is the small 
diameter building wire that 
is flame and moisture resist- 
ant. Eight permanent colors. 
Small size allows more cir- 
cuits in existing conduits. Sizes 
14 thru 4/0. 





Type SE Service Entrance Cable 


(Armored and Unarmored—-Copper or Aluminum) 


May be used without conduit 
from pole to building and 
down side of building in 
places not subject to mechan- 
ical injury. UL listed. Neo- 
prene Aluminum SE also 
available. 


Weatherproof Wire 


Triple braid weatherproof 
covering can be relied upon 
to meet severe climatic con- 
ditions. Available also with 
neoprene or polyethlyene in- 
sulation. Comes in solid and 
stranded, full range of sizes. 





Coiled Heater Cord Set 


it's new, convenient, safer to 
use. Non-tangling six-foot cord retracts to 18 
inches. Can be used on any heat-type appliances. 


Range Cord Sets 


Three wire set is 36” long. Rubber 


molded cap, rubber jacketed cable, 


steel strain relief. UL listed. 


Bare Copper Wire 


Soft drawn bare copper wire is 
available in a complete range of 
sizes, solid or 7 stranded. 


ACT Armored Cable 
& Flexible Steel Conduif 


Suitable for general wiring in 
non-fire proof structures. 
Two, three, four conductor. 








DiA 


WIRE and 


MON D 


CABLE Company 





Sycamore, Illinois 
WAREHOUSES: Pittsburgh « Cleveland * Minneapolis * Denver « Dallas * Atlanta 
Want more facts? Circle 109, p. 65 


HARDWARE AGE, june 30, 1960 © 17 





ii ANNOUNCING 


witha Vn ~=369 Bsa beautiful new 


LITHOGRAPHED ‘& # ee 4 1; f 
FINISH an i Be Ine O 


/a\ 


\ PERSONAL FILES 


offering 











MORE FEATURES 
FASTER SALES 
BIGGER PROFITS 
than any other file 




















on the market! 


#1612 
we" wu" ] UU 
12%) x Sa" X10" ~—- Here’s a new concept in home and office files that’s 


800 documents bound to make sales history! Not only is F ile-A-Way 
In 3 promotionally priced . . . not only does it offer 
ATTRACTIVE  ¢XCiting engineering firsts . . . but it features a 
COLORS lithographed finish never before available in this 
field! File-A-Way’s unusual finish is so beautiful 
.-SO appealing...it defies comparison. File-A-Way 
auto uae is made in two popular sizes. Comes in three fast- 


Holds over moving colors. Stock up today! 
1609 documents 


LOOK AT THESE OUTSTANDING FEATURES: 


Grey, Green, Bronze 


Carrying handle 4 
wet gs ty hana Fine snap lock One piece full length 
to stack and 1 and key. ae of hinge for easy 
<j > display files. £ alphabetically operation, strength 
— : indexed manila and durabili 

pce oe peeemeaty a" = folders. Attrac- ty. 
attac with 

riveted plate. tive selling label. 


On ee ave - ee 
a 3 No welding 
seals oe extra strength No outside seams. 


scratching. and rigidity. 




















SEE THE TERRIFIC FILE-A-WAY LINE AT THE ATLANTIC CITY HOUSEWARES SHOW — BOOTHS 664 - 666 


LITELO METAL PRODUCTS CO. 


Division of Ballonoff Metal Products Co. 
2490 LEE BLVD. © P.O. BOX 3573 ¢ CLEVELAND 18, OHIO 
Want more facts? Circle 110, p. 65 
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Quality she can see... 


EKCO-AUTOYRE ‘‘4000”’ BATH ACCESSORIES 
WITH 4 EXCLUSIVE PLUS-QUALITY FEATURES 





Give the lady what she wants—Ekco “4000” line ac- 
cessories with brilliant good looks that last a lifetime! 
Only Ekco starts with high carbon steel, case hardened 
by far superior heat treating. To this base, Ekco adds 
a “‘beauty bath’’ that removes every surface blemish. 
Ekco adds an extra heavy coating of nickel and chrome 
plate to this already brilliant polished base. Then, the 
fourth exclusive step—Ekco’s patented Chrome-12 
plating process. The end result is a top-quality fixture 
that laughs at rust, scratches, corrosion and dents... 
an accessory that just can’t wear out! Call your Ekco- 
Autoyre salesman today and see why the smart, new 
beauty of the “‘4000”’ line lets the lady trade herself up. 


® 
©1960 


NEW! ALL ITEMS ON 6-COLOR CARDS 
AND AVAILABLE ON COMPACT DISPLAY 


Brand New... to sell at the 
point-of-sale. Entire line 

is now on beautiful 6-color 
cards with hard selling 
in-use illustrations 

for each item. 


the quality, name women fuow-...and buy! 


EKCO-AUTOYRE DIVISION, EKCO PRODUCTS COMPANY, CHICAGO 39, ILL. 


Want more facts? Circle 111, p. 65 
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Priced Low for fast turnover! ¢ High style STOPS ... and SELLS ... traffic! 


EVEREDY’S complete line of top-selling Housewares has 
the expensive look, the luxurious air that makes every item 
look like more money! And EVEREDY gives you more — 
in sales, turnover, profits — more in promotional value! For 
more business .. . for plus sales... se EVEREDY'! 


LAZY SUSAN 8880 


Exclusive Candlewick glass design with spacious chrome-covered bowl 
and unique Lucite crystal knob. Made and priced for fast turnover. 


"TATER BAKER 8590 


Unusual top-of-stove oven. Works like oven but uses only 1/12 the heat. 
Bakes potatoes, warms buns, etc. A hot profit item ... over 1,500,000 
sold! 


HOUSEWARES SHOW 
BOOTHS 668-670 


ATLANTIC CITY 


King Size KAKE-SAVER 9910 


Modern fiuted giass plate, grooved to hold gleaming chrome cover, 
footed for easy lifting. An attention-getter that looks like more money! 


INFRA-RED BROILER 8970 

Just like charcoal broiling. Gleaming chrome finish — easy washing. 
Heat-resistant feet and handles. 

SEAMLESS SQUARE KAKE-SAVER 9915 

Sculptured, glistening chrome with ebony black knob and fluted crystal 
glass plate. An item with real sales appeal. 


SEAMLESS CHROME CANISTER SET 8830 


First and only deep-drawn seamless chrome canisters. Chrome stays 
bright. Nodirt-catching crevices; permanent lettering, ebony black 
knobs. 


THE HOT sacs MAKERS COME FROM 44.13. )> 


THE EVEREDY COMPANY « Frederick, Md. 
CRAFTSMEN IN CHROME + COPPER «+ STAINLESS 


Want more facts? Circle 112, p. 65 
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SYMBOLS 
THAT 


<a OR REFUND 0 > 
S$ % 
© Guaranteed by 
Good Housekeeping 
AS ApvertiseD 


CONFIDENCE HELPS CUSTOMERS DECIDE 
TO BUY... .TIDY-MAT QUALITY 
BRINGS THEM BACK AGAIN AND AGAIN! 


oTkh t Po; erste 
Pi ‘ 
re Fu M 


RIBBED POLYETHYLENE MAT SHELF LINER 


Salesmaker all the way! Valuable 13-piece Measuring Set Offer on removable 
display backboard spurs customers to buy! Self-shipping display adapts to mass, 
end-counter and other groupings. Order Tidy-Mat today—always a brisk seller! 

@ PRE-PACKAGED, PRE-PRICED ROLLS 6-ft., 9-ft., 12-ft.—all 30-in. wide! 

@ VOLUME-BUILDING BULK ROLLS 50-ft., 100-ft.—in dispensing carton! 

@ 4 POPULAR COLORS: Pearl Gray, Sea-Foam Green, Sand, Natural-Clear! 

@ ALWAYS LOOKS GOOD Whisks clean with damp cloth, trims with scissors! 
@ 1001 USES Carpet protectors, closet floors, laundry floor, pet feeding pads! 


Samples and literature on request. Write Dept. HA-6 


At the 
Housewares Show 
G ING “ss: 
1318-1320 
division of STUDEBAKER-PACKARD CORP., 
Kenilworth, N. J. 


Garden and Sprinkler Hose * Super Mat « Tidy-Cov’r 
Want more facts? Circle 113, p. 65 
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Already a smashing sales 
. success! Sell more of your 
FM play with a 6-TuBE 
SET IN THE 5-TuBE PRICE 


] f uktesstreest tre | Crass! Rich-toned recep- 
only from ae ; 


tion. Extra-sensitive tun- 
ee Loscitsetigeeas ~~ ing. Wrap-around styling. 
ee | y, = Line cord antenna, plus 
oe i you get a outside terminal. Mode! 
ERB ce — 30R12 Persimmon, model 
‘ 30R18 Sandstone, ret. 
$29.95*. Fully discounted 
for full profit! 


AM-FM-SStereo with full- 
function push button con- 
and trol! Can receive AM and 
FM at the same time for 
true Stereo! 9 tubes, 2 


push-button rectifiers, 3 diodes. New 


a “Voltage Doubler” cir- 

cuit. Two balanced speak- 

Stereo-Radio BS ers. Model 3586, Jet Black 
and Gray, ret. $100.* 


——_— The ultimate in AM-FM 
“neg —_= table radios! Dual speak- 

and eo Stee ers with cross-over net- 
ge, ener work. Automatic fre- 

ih a LO Eee quency control. Push-pull 

dual-spe aker OL circuit. 1 diode and 6 
3 i es tubes plus rectifier. Hand- 


AM/FM Radio ke) | 


ret. $75.* 


A full feature 5-tube clock 
and radio with Arvin’s new 
electronic memory unit— 
‘*}.epeat-A-Call”’! Push- 


push-button ing a button resets alarm 


and radio for 10, 30, 45 
e or 60 minutes of extra 
Clock Radio sleep. Model 50R67 Bone 


White, ret. $49.95* 


, oe Two balanced 5” speak- 
and. is ee ers swing out or detach 
os ; | | mi up to 20 feet apart for 

| e | ~ console-like stereo! Dual 

true stereo 4 | _, channel sound fidelity. 2 
— *~ , 4 * amplifiers, 2 tubes plus 

Portable a me > rectifier. Four speed 
» changer. Compact, hand- 

some wood cabinet. Model 


Phonograph *Slightly higher far West. " 80P78, ret. $69.95* 


Atlantic City Show Spaces 754-762 
Get set for more profits! Get all the See the complete Arvin noe at 
Arvin's Sales Offices in New York 
and more facts now by calling your Arvin Dis- or Chicago. Space 612, 1150 Broad- 
tributor or the Arvin Radio Sales De- way, New York; Spaces 501-2, 


in a Complete, partment in Columbus, Indiana. American Furniture Mart, Chicago. 
Feature-Loaded Line! 


—_— 


| a|? 
Al | 
a we 
Colorful Arvin aas in leading national es , Be. SS it Se, ® “J 
magazines are pre-selling for you right now! : — = ae , wi rt 


ee ARVIN INDUSTRIES, INC. 
onsumer Products Division, COLUMBUS, INDIANA 
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NEW FROM 


SIMONIZ... 








A new product with a 

ready-waiting market 

High profit margin 

Special deals to give you 

even higher margins 

Big national advertising 

pecerem. including a 
imoniz and General 

Electric Floor Polisher tie-in 

Special display shippers for 

convenient in-store display 





eeeneeeoeoeaeeev eevee eev eee eae eeee 


25° 


OFF” 


CONSUMER 
COUPON 


A page-and-a-half ad in 
color will appear in 
Reader’s Digest, break- 
ing July 21st. This ad 
will include a_ special 
‘“*25c Off’’ coupon on the 
purchase of Simoniz 
Electric Polisher Floor 
Wax. 
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ELECTRIC \\= 
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USED BY PROFESSIONAL WAXERS © 
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Big ee Bie | 


National Advertising 
Support! 


A special 6-week, quarter-of-a-million-dollar 
Simoniz-General Electric tie-in promotion will 
tell your customers all about new Simoniz 
Electric Polisher Floor Wax. Watch for these 
ads in national magazines and see Simoniz 
Electric Polisher Floor Wax advertised on tele- 
vision. 





eeeeeeeoeaeeoe eee eeae eee ee 


SIMONIZ COMPANY 
2100 South Indiana Avenue 
Chicago 16, Illinois 


Please provide me with de- 
tails of your ELECTRIC 
POLISHER FLOOR WAX 
introductory offers: 


Name: 





Company: 





Address: 





City: Zone :__State:___ 





Name of your Simoniz regular 





supplier: 


Want more facts? Circle 202, p. 65 
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With this display, you sell | 


Bath Scales in Volume 
at a °10°°-up average! 


Retail experience has proved this bath scale display 
spectacularly successful in stores everywhere. It 
increases both number of units sold and average price 
(read typical reports below). You sell 58 models and 
colors from only 12 on display—in only 4 sq. ft. of floor 
space—priced $7.95 to $19.95 (East of Denver). Average 
sale is over $10.00. 


Display qualifies you as a Borg Full-Line Dealer, for 
special merchandising aids and dealer listing in Borg 
national ads. 


“Average sale $11.45. More ‘Sold 11 in Nov., 20 in Dec. 
customers look and buy.”’ 100% increase in sales!"’ 
FranklinHde.Woodl'dHills, Cal. Soukup’'s Hdwe., Hinsdale, Ill. 


Display FREE with #2000 Assortment: 


Retail 
6 Model 8124C —retails @ $7.95 $ 47.70 
3 Model 4124C-H—retails @ $9.95 29 
2 Model 4224 —retails @ $10.95 
2 Model 1524 —retails @ $12.95 
2 Model 1524-H —retails @ $13.95 
41 Model 1500 —retails @ $15.00 
1 Model 1600 —retails @ $17.50 
1 Model 1900 —retails @ $19.95 


““Sold more scales at higher ‘‘Before, $8.45 was usual. Rn ae eaar ee Retail Value 
tail th bef " " wo signet Your Cost 

retail than ever before. Now, average is $10.45. Dealer cost, $130.29 

Village Home Shop, New York YeakelHdw.,N.Hollywood,Cal. ae ene YOUR 40% PROFIT 


Want more facts? Circle 115, p. 65 
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K-V 


Kitchen 
Fixtures 


save stacking, lifting, clatter and clutter! 


K-V fixtures make kitchen living more carefree, more comfort- 
able, so much more convenient. Low-cost, easily-installed, they 
turn hard-to-reach, unhandy spaces into neat storage areas — 
and ball-bearing, easy-glide K-V kitchen fixtures save stacking, 
lifting, clatter and clutter. Women love the remarkable efficiency 
of K-V kitchen fixtures. When they try one — = few want them 
all. Write for complete information. -s 





KNAPE & VOGT 
MANUFACTURING COMPANY 


Grand Rapids, Michigan 





HARDWARE 


Manufacturers of drawer slides, adjustable she!f hardware, sliding and folding door hardware, closet fixtures, Tite-Joint Fasteners and Handy Hooks for perforated board. 


Want more facts? Circle 116, p. 65 
HARDWARE AGE, june 30, 1960 © 25 








c 


“WE IVE OUR CUSTOMERS THE WIDEST 
CHOICE OF ITEMS. AND IT PAYS” 


— SAYS MR. TORY SMITHBACK, HOUSEWARES MANAGER FOR WOLFF, KUBLY, HIRSIG 
DEPARTMENT- HARDWARE STORES, MADISON, WIS. 


"Wear-Ever utensils have been important profit makers in our 
housewares department for over 50 years,” says Mr. 
Smithback. "Consequently, we go all out when it comes to 
display. We give our customers the widest choice of items 
and we stock them in depth. We think the combination of good 
display and Wear-Ever's fair trade pricing is hard to beat.” 


(Signed and notarized) 


Why not put the most famous name in aluminum cookware to work for you? 
Nationally advertised for over 58 years, Wear-Ever’s complete line of fine 
utensils and premium quality Hallite may well be your key to faster turnover 
—a more profitable department. Call your Wear-Ever supplier now, or write 
to: Wear-Ever Aluminum, Inc., Housewares Division, New Kensington, Pa. 








WEAR-EVER 


eo Wear-ever_alUmnum inc. 


Want more facts? Circle 117, p. 65 
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only with A ruse you can 


sell big 


exclusive 
features 


EXCLUSIVE! 
Instant heating WIDE ELE- 
MENTS far hotter than ordi- 
nary, and a far longer life! 


EXCLUSIVE! 
Positive-action SAFETY SHUT- 
OFF COMPLETELY INSIDE 
lets neater operate on uneven 
surfaces! 


EXCLUSIVE! 
Permanently bright CHROMED 
STEEL HEAT REFLECTORS 

. not aluminum that dulls! 


EXCLUSIVE! 
Always-cool DOUBLE SHELL 
CABINET safe to touch, unlike 
hot, ordinary singe shell! 


EXCLUSIVE! 
True-performance THERMO- 
STAT located and vented to 
react to room temperature— 
not heater’s. 


EXCLUSIVE! 
Extra-stable WIDE BASE 
greater resistance to tipping 
than “small stand’ types! 


EXCLUSIVE! 
Completely finished COLOR- 
COATED INSIDE AND OUT 
protected over-all, not painted 
“outside only’! 


only with A r wen you can 


BUY 12 


get the 
top seller 
free! 


weer et 
Model 5918 


No other heater line gives you 
this BIG BONUS for buying 
early: the top selling heater in 
the Arvin line is yours free for 
every* twelve heaters you buy 
for shipment on or before Sep- 
tember 30, 1960... and there’s 
no limit on the amount of heat- 
ers you can buy to earn the 
“early buy’’ bonus for each 
dozen! Here’s your chance to 
increase profits with a proven 
best seller at no cost, while you 
get set for more sales with the 
most feature-packed line in the 
industry! model 10H07 not included 


SPECIAL! A/so ask about Arvin's 
tremendous new dating program for 
those who qualify! 


Arvin National Advertising is 
Pre-Selling Your Prospects Now! 
Big, colorful ads in leading national 
magazines are reaching millions of 
prospects with the big features of 
Arvin Portable Electric Heaters. 
Order soon and cash in on the sales 
end of this big campaign! 


only Arvin gives you 
THE 
greatest 


traffic 
puller 


NEW! INSTANT HEAT 


~> 


“ae 9s 4s 


i 


Tt te i. 
PP hed deders 
PN) 


me! RR Jide esie 


Here’s your big fall sale leader! 
Features beyond comparison at 
the price: instant-heat ‘‘ribbon"” 
element; chrome reflector; 
safety-front grille; carrying han- 
die; rubber feet. Fully dis- 
counted for full profit! Model 
10H07, ret. $$.95*—not in the 
“Early Buy” bonus offer, but at 
this low price you can’t miss! 


Dual Heat Elements! re 
Exclusive wide in- wet 4 
stant-heat “ribbons” 
team up with heavy 
coil elements. Fan 
forced at 80 c.f.m. 
New internal safety- 
shutoff switch. Ther- 
mostat. Model 30H04, 
ret. $26.95*. 


Speed and Safety! 
Arvin's new instant- 
heating wide “rib- 
bon" elements and 
internal safety shut- 
off switch! Fan- 
forced at 52 c.f.m. 
Thermostat. Model 
30H03, ret. $19.95* 


Only with Arvin you can sell 
more portable electric heaters 


eo 5 





Ride the rise in portable electric heater sales with the big advantages you get only with Arvin. ears 
Act today! Call your Arvin Distributor or Arvin Heater Sales Dept. in Columbus, Indiana. i 


See the complete Arvin line 


at Arvin’s Sales Offices in rwirt 


H ) i Hn Be 
ea —~ 7. yt nih Ub 240 volts, New York and Chicago: 
5939 1 oOHOL Wi in too! 949 Space 612, 1150 Broadway, 
ret. $39.95* ret. $14.95* ret. $49.95* New York; Spaces 501- 











American Furniture Mart. ARVIN INDUSTRIES, INC. 
een Allen ~~~ gaged Consumer Products Division 


°Stightly higher far west COLUMBUS, INDIANA 


Want more facts? Circle 118, p. 65 
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Charlie Rew Says: 


“HARDWARE DEALERS 


are important 


than any other type of retailer. 


is usual on other items. 


DeLuxe-Redmond Special (without Jar). ..$18.63 (Suggested 
Standard-Redmond Special (without Jar). $16.77 (Suggested 
5-Gal. Duraglas Jar in separate carton.. .$ 3.72 (Suggested 
3-Gal. Duraglas Jar in separate carton... $ 3.21 (Suggested 
Model 4 Ot. DeLuxe Jr. (including Jar). .$14.63 (Suggested 


Send your order in today. 


ALABAMA MANUFACTURING (O., 





Ha: ‘ware dealers furnish homeowners with more different 
items to make life pleasant and household chores lighter 


MORE POWER TO THEM! 


They deserve a good profit on items they sell. That's the reason 
the margin of profit on Gem Dandy Electric Butter Churns is 
set high enough, so that a dealer makes more on each sale than 


Send for Distributor price list and get your order in right away 


to every community”! 


retail $27.95) 
re‘ail $23.95) 
retail $ 5.95 
retail $ 4.95 
retail $21.95) 


Dept. SH- Birmingham, Alabama 
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“The Rubbermaid 
FP Program 
has increased 
our business 

considerably” 


says Carl M. Brandis, 
owner, Brea Hardware Co. 
Brea, California 


“IT was sold on the FP program by the services given and the 
coordination of the merchandise on the self-service unit. I 
have already found our business in Rubbermaid products 
has increased considerably.” 


Here’s why Rubbermaid’s FP Program means Full Potential sales 
Rubbermaid takes most of the sales-building steps for you 
on a proven and continuing basic inventory control system 
that gives you all this: 

e Stocking best selling items and colors ¢ Sales from self- 
service merchandising unit ¢ Regular service from your 
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Ae homes, 


hs OS Orage SETTER pee ree 


wholesaler or Rubbermaid representative « Optimum stock 
turnover ¢ Increased volume and sales per square foot ¢ 
Full mark-up. 


Call your Rubbermaid wholesaler or sales representative 
now! Rubbermaid Inc., Wooster, Ohio. 


Kidbermatis 


means better made 
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they get both with EACOL OY bakeware 


e Sell ’em economy! EKCOLOY bakeware is EKCO PANS FOR EVERY BAKING NEE 
priced low for multiple unit sales. - = ) 


— — 


a =e 
. 


e Sell ’em quality! EKCOLOY bakeware features 
patented “wares finish for faster, Se T-95 8” Round Prepare T-310 10” Deep T-160 12” Pizza Pan 
baking. The choice of housewives everywhere. Mix Pan about 25c Pie Plate about 19c about 39¢ 


Exclusive pull ’n hang handles let you display 
EKCOLOY bakeware easily. Full-color labels on 
each item make sure they’re seen by your customers. 
Call your EKCO-AUTOYRE salesman today. 


T-633H 13" Oblong T-7H 9" LoafPan _T-10H 16” Cookie Sheet 
Biscuit Pan about 59c about 35c about 49c 


FKCO the quality, name women fuow-...aud uy ! 


EKCO-AUTOVRE DIVISION EKCO PRODUCTS COMPANY. CHICAGO 39, ILL. 
Want more facts? Circle 121, p. 65 
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HOUSEWARES SHOW: BOOTHS 130-132-134 








ee 


EMPIRE BRUSHES, INC. ® PORT CHESTER, NEW YORK. 





oe 1° BEAUTY — QUALITY — RELIABILITY — 
PROFIT WITH No. 520—Kitchen Tools Assortment 
MOST COMPLETE LINE 


OF AUTOMATIC 
CORD REELS 


National Housewares Show 


Designed to meet the demands of retailers throughout 
the nation, this self-service kitchen-tools department 
identifies each item by name and number, and comes 
complete with mounting hardware and price-mark areas. 


24” wide, 
5” deep, 


kitchen Tools _ 30” high. 


ME 


§ 
i 
q 
4 
§ 
i 
& 
§ 
t 
é 
Permanent §& 
colorful x 
display, t 
capable of i 
holding 45 . 
items is 
FREE J 
with your § 
order of 3 
1 doz. ea. 4 
of these i 
15 items : 
; 
i 
4 
t 
i 
: 
i 
‘ 
é 














ates 
“in “a 06) 
ALL ITEMS SHOWN soot 
ARE AVAILABLE wation® 
IN OPEN STOCK 


AUTOMATIC PCRTABLE OUTLET REEL 


A happy solution to electric outlet shortage problems in 
every work area—house, basement, garage, attic or patio. 
Just plug in cord:. . . 3-way outlet permits operation of 
3 appliances or electr’cal equipment at one time. Cord 
automatically retract: .nto reel case after use. Desert 
Beige (Model 510D) or Ebony Brown (Model 510E). 15 
ft. c rd. $8.95 LIST 


Automatic HANDY-LITE REEL $8.95 List 


. portable light and electric power when 
and where you want it—in or outside the 
house. Simply hang it up and plug it in. 
Pull cord to any desired length... and it 
locks automatically; when not in use it re- 
tracts automatically. 20 ft cord, Model 500. 


Paitarentie MOBILE-LITE REEL $10.95 List 


. completely portable illumination and 
power anywhere around the house... 
patio, garage, basement, etc. Built-in elec- 
trical outlet provides power for tools and 
appliances. Simply plug it in and carry 
Mobile-Lite to point of use. Swivels in any 
direction; cord locks at any desired length. 
Accommodates 150W flood, spotlight or 
incandescent bulb. Model 505. 


Automatic CLOTHESLINE REEL 
Model CR-20, 20 ft. $3.95 LIST Model CR-40, 40 ft. $6.95 LIST 


. « for indoors and outdoors. Eliminates 
messy tangles, knots and troublesome 
hand-winding of rope or twine. White 
plastic 300 pound test line is kept taut 
under heaviest work loads. When not in use 
it retracts automatically. Attractively styled 
in gleaming chrome and weather-resistant 
aluminum. 


Cordomatic products carry the UL Seal 
2 _® 


No. 510—Bar Accessories Assortment 


A complete self-service department in less than 2’ of 
counter space. This is a tested and proven profit 
builder across the nation. A trial will convince you. 





23” wide, 
6” deep, 
30” high. 


FREE! 
Permanent 
two-color 
display 
with your 
order for 

1 doz. ea. 
of these 
18 items 


Further information and 
catalog sheets are available from 


Bee RORY, eco Sy : ° 
ee Pee "a % Pe , A 
Ses aaa 
> OS 


seas =o oe ee ee ee ee ee ee oe ee ee ee ee ee ee ee ee ee oe ee oe oe oe oe 


17th and Indiana Ave., Philadelphia 32, Pa. 


CORDOMATIC GUARANTEED PRODUCTS PROVIDE EXTRA PROFITS (in id he N WARE C amt iy N y. 


. SELL IN ALL DEPARTMENTS. NATIONALLY ACCEPTED. 
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Famous Es Met-L-Top troning Tables 


ONLY MW OR GIVES You 
ae 


, 


the top-selling feature =a, 
PATENTED LOCK TOP DESIGN BUT THIS! 
FOR NO-SLIP IRONING Gee petanteshaner “teat 


ENLARGED VIEW at right shows why Arvin's exclusive 
Lock Top prevents pad and cover from slipping: 
Patented rough top locks to thousands of pores in pad 
for slip-proof ironing ease. That's no-s/ip ironing... 
every woman wants it, and you sell it only with 

Arvin MET-L-TOP Ironing Tables! 


~ 


Cord 


, | : | ane ee : , ~ 
plus a 5-piece ensemble | 


sales leader $ S8 


WITH FULL 
MADE TO RETAIL FOR PROFIT! 


Silicone 


PACKED COMPLETE IN ONE CARTON: 5 


; ; Arvin “Lock Top” 
A unique 5-piece ensemble that sells saitue Tene ee 


sturdiness. 


at an attractive price... you create traffic... Blue top: gold legs 


, rubber-tipped. 
sales excitement...and make fu// profit! = 
-Way 
Electrical 
Outlet 


Deluxe Met-L-Top ¢ Fingertip- Fast Selling Met-L-Top « Com- Wide-Leg Met-L-Top « Wide- Feather Light Met-L-Top « ... Plus a Pad and Cover « 
control for any height from 25°-36".  bines quality and economy. In- spread legs for added styling and Sturdy, space-saving T-legunder- Here's Arvin’s Model 200C packed 
Four wheels. Model 391C, shpg. stantly adjusts to any heightfrom stability. 11 height adjustments. structure. Folds flat. Model 200C, with snug-fitting cover and pad 
wt. 214% ibs. List ea. $15.95* 25°-36". Model 389C, shpg. wt. 21 Model 237C, shpg. wt. 14% Ibs. shpg. wt. 12% Ibs. List. ea. $7.95* 


for extra sales appeal. Order 
ibs. List ea. $13.95* List ea. $9.95* Mode! 200-6, shpg. wt. 13% ibs. 
*Silightly higher far west. 


List ea. $9.95* 


SOLD THROUGH DISTRIBUTORS ONLY. For the name of your nearest Arvin 
distributor, call or write Arvin Housewares Sales Dept. in Columbus, Indiana. 


Colorful Arvin ads in leading national magazines Atlantic City Show. Spaces 754-762 
are pre-selling for you right now! 





See the con.plete Arvin line at Arvin's 
Sales Offices in New York or Chicago: 
Space 612, 1150 Broadway, New York; 
Spaces 501-2, American Furniture 
Mart, Chicago. 





Consumer Products Division 
ARVIN INDUSTRIES, INC. « COLUMBUS, INDIANA 
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NERS TO 
e-ALO 
FOR uv ROWERS . « « WE MAKE 


panty 2 axers FOR EVER YONE / 
re 


IT’S THE 


¥%& 2-CUPS 
%* 5-CUPS 
%& 9-CUPS 


%e 12-CUPS 
xe 14-CUPS 
¥%& NEW 25-CuPS 


4 


4 
-“~* 
5 
| 
— 


it 


SNe 





LARGE 


x9 
prs 
oo" <) we 





BROADEN 
YOUR 
DISTRIBUTION 
OUTLETS 
WITH 


THESE 
SENSATIONAL ALL THESE 


EXCITING .. . NEW 
— p Ts 2-CUP AND 5-CUP 
See them MODELS WITH 


AT DUAL ELEMENTS TO 
BOOTH 218 OPERATE ON: 


during the Atlantic wane BOATS PLUS 
City National Se ser 


Housewares Exhibit. 115-VOLTS ... 
FOR HOMES ... MOTELS... ETC. 





“The METAL WARE Cozéoration 


TWO RIVERS. WISCONSIN 


Want more facts? Circle 126, p. 65 
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ALCOA 
ALUMINUM “Wy, | 


=> 4Oln EI NICHE NT =AAV 
SHRO)VA=E VP Weel atSICIN 
BY PRO -TEX 








Tie in with the 
“MOSAIC” rage. 


Gorgeous new metal and asbestos stove and 
table mat to capture the heart of every style 
conscious homemaker. Mosaic is realistic, color- 
ful, modern and will blend beautifully with 
the decor of any room... not only the kitchen. 
Mosaic is popularly priced to give you fast 
sales, big profits and happy customers. Stock 
your housewares department with Mosaic 
today! 


e FULL RANGE OF SIZES TO FIT ALL STOVES 


e IN FIVE ATTRACTIVE COLORS ... YELLOW, 
RED, TURQUOISE, SANDALWOOD, GREY 


e POPULARLY PRICED FOR FAST TURNOVER 
Pro-Tex stove and table mats protect fine 
surfaces against heat, scratches and marring. 


Contact your jobber for the profit-packed Pro-Tex story. 


See us at the Housewares Show 
BOOTHS 664-666 


Ballonoff METAL PRODUCTS COMPANY 
3573 e CLEVELAND 18, OHIO 


+ 
A rr rt r ' r 
| he BO LC est VU = rt f ( ° dK 


Offices in veimsig ibtiies in the United States and Canada 
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Unequaled sell appeal 


in beautiful, practical 


An enchanting rustic 
scene that feels 
informally at home in 
both living room and 
bedroom. 


The popularity of early 
American and provincial 
themes assures an 
enthusiastic acceptance 
for this gay and colorful 
pattern. 


: — seugpesiist 
es | 


1 ~~ ae eaener* a rr ; I | 


SUD PEEE 


“*Seenadaaeee* 


- ee 6 Oe UR Ne ee ee 


A courtly, classic design on backgrounds of basic decorator shades. The muted render- 


MW Iho 4 /, ing of this instrumental motif bespeaks the return to elegance for rooms in provincial 
é oy and 18th Century styles. 


Three Decowa:e beauties headed for record sales success because they give exceptional style value 
at modest cost. Write or wire for prices today. 


CODE NOS. 


Symphony 28-159 — assorted 4 each, background colors — white, 
CONTINENTAL € CAN COMPANY ae 

Eastern Division: 530 Fifth Avenue, New York 36 Countryside 28-160 — antique white background only 

Central Division: 135 So. LaSalle St., Chicago 3 . Colony 28-161 — antique white background only 

Packing — 1 doz. per carton 

Wt. per carton — 17% Ibs. 

Basket Dimensions: Top —77% x 97% * Bottom — 6% x 8% * Height — 12% 


Pacific Division: Russ Building, San Francisco 4 





~The Shape 0%, Sas 6 Come fl 


WASTEBASKETS 


Oblong and Tapered 


...Fine and Fancy... 
Popular Best-Sellers 
Leading the Way to 


Bigger Sales Volume 


BETTER DESIGN ... 
BIGGER DEMAND 


That’s why Decoware 
Oblongs continue to be a 
tremendous sales success. They 
add a splash of bright beauty 
and a note of space-saving 
practicality to every room in 
the home. Save space on 
vour display floor, too; and 
they nest snugly to save 

you shipping costs. Show off 
a mass of colorful, fast- 
moving Decoware Baskets. 
It will pay off in MORE 
PROFIT PER FOOT 

OF DISPLAY! 


imperial Rose on white or black — puts 
the bloom of beauty on metal, and seals 
the sale with a fabulous hand-painted-look! 


Modern Leaves and ivory — golden sparks 
of metallic magic on high-quality plate — 
for elegant gleam (to answer the one in your 


customers’ eyes!) 


Golden Scroll — Regal green richness, 
edged and scrolled with the Midas touch of 
sparkling gold! 


—CODE NOS. 





Imperial Rose 28-142 (white)* 
Imperial Rose 28-143 (black)* 
Modern Leaves 28-140** 
Golden Scroll 28-141** 


* Assorted, 6 ea. background color 


CONTINENTAL € CAN COMPANY ** Not assorted 


Packing: 1 doz. per carton * Wt. per 

Eastern Division: 530 Fifth Avenue, New York 36 rscigene he “ * Basket wr 

Central Division: 135 So. LaSalle St., Chicago 3 oe a psi »° Cottom — O78 WON 
eign 

Pacific Division: Russ Building, San Francisco 4 ° ° 














for quality, design, and quick turnover... 


5 NEW ITEMS 
FROM FOLEY | 


When it’s fast-turnover and increased profits you’re looking for—look to Foley, 
the houseware line with the dynamic packaging and a reputation for quality. 
These new items, in fact, the complete Foley line will be on display at the National 
Housewares Exhibit in Atlantic City. Why not stop at the Foley booth and let us 
show you the entire line? 


FOLEY MANUFACTURING CO., MINNEAPOLIS 18, MINN. 


a 1 #166 Tongs—S8e retail: For 

- serving salads, spaghetti—turn- 

ing steaks, chops, sausages, 

bacon, shrimp—removing corn, 

and other vegetables from hot 

water. Stainless steel, 9” long, 
opens to 314” at tip. 


2 #167 Slicer and Serrator—69¢ retail: 
For fancy cutting of carrots, 
ae mene potatoes, —— 
slicing potatoes, eggs, vege- 
tables. Stainless steel, 9” long, 
2%" wide. 


3 #168 Roast Rack — $1.98 retail: 
Adjustable to different V posi- 
tions for various sized roasts, 
fowl, or ham. Fits standard size 
baking pans, has convenient 
handles. Can be used also as 
cake or hot dish cooler. Duplex 
chrome plated steel, 11” by 12”, 
opens to 5%” high. 


4 #168 Jam Jar —$8e retail: Mod- 
ern, attractive server for jams 
and jellies. Durable glass, 
stainless steel cover with plastic 
knob, stainless steel serving 
spoon. 314” high, 2%” diame- 
ter. Spoon is 534”. 





5 #173 Roast - R - Broll—$3.98 retail: 
As a roaster, locks into different 
v-shaped positions to hold 
roasts, fowl, or ham—allows 
even cooking on all sides. As a 
broiler, rack lies flat. Juices col- 
lect in pan for easy basting. 
Convenient handles—alumi- 
num pan, chrome plated steel 
.. ° wire rack. Ideal two-steak size, 
lei aid ee «= 13" x 9" x 1%" deep. 
Want more facts? Circle 129, p. 65 4 Want mere facts about the ad on pages 38-39, Circle 130, p. 65 


HARDWARE AGE, june 30, 1960 © 37 











yes, | know — 
that Aladdin has - 
_ always been first with. 
the vacuum bottle 
improvements that sell*... 
but what have they done 
~ for us lately? 


‘° 


just put the 
best features of the 
2 best sellers 


in one bottle, 
that’s what! 


%*FOR INSTANCE: 


Decorated School Lunch Kits 
Popular-Priced Wide Mouths 
Dura-Clad Bottles (with handles) 
Lox-On Stoppers 

Non-Drip Pouring Lips 
Threadless Cups 

Etc., Etc., Etc. 





uut botes..by 


ia aes. 
™ i a. ’ 


VALU VV AV LALLA \. 


all the features of 2 best-sellers i in one great bottle! 


super-tough 


..-virtually indestructible lene 
.. jacket, collar, handle in one piece 
Wont erat, chi, peel, rust, den 


NEW! 


te handle 


ag 


COUUERPPEEE Ea 


PP PTETEPEP ELEY 
5 


> 
- 


a easy-off [.ox-On stopper 
" _,.. positive seal, yet easiest to remove 


_. Super-tough polypropylene . . . superior 
insulation, too 


NEW! 


bottom: louucl filler 


filler replacement 
perfect for hot soups, stews, NEW! 
baked beans, spaghetti, chili, fried chicken 
i ot ice cold lamest idlads. ultra modern SS 


eee . threadless non-~ “ 
puddings, ice cream—you name it! — = cup; drip pouring lip; 


ORDERING AND SHIPPING INFORMATION 
= 


No. WM 2660—QUART | LUNCH KITS WITH DURA-CLAD 

No. 045B—! ement Fille r ct WIDE MOUTHS 

No. WM 2640—PINT Fits anv Worl , SCHOOL LUNCH KIT Brigl t with 1 

a « nal “g Dura-Clad Wide-Mouth | No. 2628—1 

No. 090B—! 

WORKMAN’'S LUNCH KIT W ‘ 

No. WM 2620—10 OUNCE 1 Dura id Wide-Mouth Bott No. 2648 | 
04B—F t | 1 it 


QUART PINT 


ALADDIN INDUSTRIES, INCORPORATED, NASHVILLE, TENNESSEE 


Haddin: “progress through imagination and promotion 





Most 
Popular Spot 


in the Store 


HOMEMAKERS CENTER 


Here’s a proven way for you to attract the most important 
market hardware retailers can reach. Now with the help of 
LIVING for Young Homemakers Magazine, you can set up a 
Young Homemakers Center in your store and appeal directly 
to young marrieds. These young people, as research has shown, 
buy more during the time they read LIVING than at any 
other time in their lives. 

To attract this “must-buy” market, simply set up a Young 
Homemakers Center. Stock it heavily with all the many appli- 
ances and hardware items growing families must have to run 
their new homes and apartments, Take advantage of the pres- 
tige and acceptance LIVING for Young Homemakers offers 
you in promoting your Center. Join the many successful re- 
tailers across the country who have set up Young 
Homemakers Centers. How? It’s easy. Read on. 


TO: LIVING FOR YOUNG HOMEMAKERS 
575 Madison Ave., New York 22, N. Y. 
ATT: PROMOTION DIRECTOR 

Yes, | will set up a “Young Homemakers Center’ in 
my store and feature the resources listed on this page. 


Please rush me the free packet of merchandising materials 
and my copy of LIVING’s “Hardware Digest.” 


STORE NAME 





STORE ADDRESS 





MY NAME IS 





TITLE 





a 


HERE’S ALL YOU DO: 


Fill in the coupon, indicating that you will set up a Young Home- 
makers Center in your store. 

You will receive a FREE packet of merchandising materials from 
LIVING, including banners, counter cards, advertising mats, for 
use in setting up and identifying your Center. 


You will also receive LIVING’s “HARDWARE DIGEST,” a brand 
new merchandising publication for hardware retailers and manufac. 
turers that-enables you to receive FREE point of sale material and 

suggests many unusual ways for you to net a bigger 
share of business from the “must buy” market of 
young homemakers. 


ACT NOW! The fall issues of LIVING For Young 
Homemakers will be stimulating increased interest in 
housewares among your best prospects. The 
November issue will devote an especially elaborate 
display to housewares, timed to stimulate 

Christmas gift selection. Take advantage of the 
added tie-in opportunities. Send for your 

Young Homemakers Center kit today. 


THE 
TIME OF PURCHASE 
MAGAZINE 


FOR YOUNG HOMEMAKERS 


A STREET & SMITH PUBLICATION 
S75 Madison Ave., New York 22, N. Y. 


Went mere fects? Circle 131, p. 65 
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customers, but... 


It takes special care to keep them interested 
and buying. Here is how this shopping 
center store builds volume and profit 


from women shoppers 


“It takes special care to keep women returning to 
any store,” says proprietor Nicholas Till of Hardware 
Corp., Princeton (N. J.) Shopping Center. 

“And believe me, we have trained each and every 
man in this store to handle women with kid gloves. 

“Why? It’s simple. Women have been a good 50 

(Continued ) 


Store windows are changed often to maintain interest among women shoppers. 


*" 





Mr. Till and some typical shoppers. 


Women make wonderful customers, 


aan 
(Continued ) 


percent of my trade and account for at least 40 per- 
cent of my dollar sales. If I lose the loyalty of my 
women shoppers, I’ll be in trouble.” 

Mr. Till’s store has complete hardware and lawn 
and garden departments, but, “We sell more house- 
wares and gifts than we do hardware. I stock more 
than 400 different kitchen gadgets. It’s good busi- 
ness, for the profit margins are strong in these lines. 

“We go all out to keep women customers happy. 
It’s the only way to keep them coming back. 

“We color mix 2000 different shades of paint gladly. 
We'll put a woman back into her car after she has 
locked herself out, at no charge. 

“In brief, we'll handle just about any unusual sit- 
uation to keep the gals saying, ‘Yes sir, that’s my 
store. I wouldn’t shop for hardware anywhere else.’ ”’ 

Has Mr. Till’s philosophy paid off? 

“I think it has,” Mr. Till says. “I’ve got tough 
competition in this center from a paint and wallpaper 


HOW TO SELL MORE HOUSEWARES 
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store, a five and dime store, a garden center, a drug 
chain that sells everything, and a department store. 
“And there are other stores that have hardware 


On full assortments . . . 

"| stock 100,000 items in my 4700 sq ft of 
display space. | don't have stockrooms. 
Careful management gives me || stock turns 
a year." 


items. Yet, by catering to women, especially through 
convenient charge accounts, I have built my turn- 
over figure up to a remarkable 11 times. 

“This can only be profitable in a store that has 
eliminated stockrooms, we have completely, and with 
a stock that is managed, to keep outs at the same low 
level as the big chains,” Mr. Till says. 

Mr. Till estimates that there are some 12 other 
hardware stores within the 25 mile radius from which 
he draws his trade. 

But, “too many of them concentrate only on key 
items in a line. They hedge on the wide assortments. 
I think this is retailing suicide for dealers in our 
bracket. 
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Women feel at home in this store. 


“We stock, for example, some 4000 sizes of fasten- 
ers. Of course, some of them move a little slowly, 
but our full-line reputation draws repeat store and 
industrial business. 

“TI don’t care what kind of trade a dealer has, a 
reputation for doing the unusual and tackling with 
tough requests, plus having wide assortments, is the 
secret to repeat business. And that’s where the 
profit is. 

“For example, a few weeks ago a woman wanted 
a thing-a-majig she saw in a woman’s magazine. As 
too often is the case, none of my suppliers ever heard 
of the item. 

“What did we do? Why, we wrote to California 
for the item. The customer will gladly pay the 
freight, and be forever thankful that there is still a 


On measuring the market... 


". . . | spent $2200 to learn where my 
trade comes from, and in what proportion." 


dealer who cares enough about her business to go to 
some extra trouble to keep it,” Mr. Till says. 


“Women have definite ideas about shopping. They 


; 


% : 
lalf 


: 


ry ¢ 


Women feel the advice of salesmen such as E. J. Ryan 
is trustworthy. 


like a clean store, and they like it so well filled with 
a variety of things that it just has to be a little clut- 
tered. 

“By this I mean, I have packed more than 100,000 
items, counting sizes and colors, in this 4700 sq ft 
store. When an item doesn’t carry its weight, I throw 
it away or give it away. Except for fasteners and a 


On the value of women shoppers .. . 


". « « 50 percent of my trade. If | lose 


the loyalty of women shoppers, I'll be in 
trouble.” 


few other staple hardware lines, I would say there’s 
nothing on my shelves more than six months old. 

“This means perpetual inventory checking. It means 
fast ordering, and receiving, and marking. But it 
pays off. My sales target is $85 per sq ft a year at 
retail, and I make it. 

“My staff of six men is never idle. When not sell- 
ing, the men are building displays, handling or count- 
ing stock. I’ve got unusually good men, and T manage 
to keep ’em by paying them well. 

“Too many dealers, I think, hire cheap help and 
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Mr. Till measured his market. 


This chart shows the active buyers, 
up to a radius of 25 miles, of Hard- 
ware Corp. This chart is the basis 
for promotions in the area. 


sty 


—_, 





20MILES- 25% of VOLUME | 
a 


Women make wonderful customers, 
Se 


(Continued ) 


expect quality work from them. It can’t be done.” 

Mr. Till is a graduate engineer. He has applied 
engineering principles to store management, plus a 
good deal of common sense, to keep his five-year-old 
store growing a little more each year. 

For example, Mr. Till invested $2200 in a survey 
to determine his market potential (see chart) in 
terms of location of customers. He used this informa- 
tion as a basis for advertising outlays. 

Mr. Till has also kept an exact record of charge 
account applications and resultant sales. From this 
he has learned that, starting two to three weeks after 
it moves in, a new family will spend $200-$300 in a 
hardware store in its first year of residence. These 
new families are sought as credit customers, because 
of their heavy hardware needs. 

Mr. Till has developed his credit trade to the point 
where it accounts for 18 percent of total sales and 
28 percent of hardware sales. 

“The credit angle is good, for women and for all 
customers. Our average unit sale for cash is $2.86. 
But our average charge account sale is $8.90. I think 
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that is the best evidence I can offer on the value of 
credit. 

“Losses? Heck, I’ve lost less than $1000 through 
charge accounts in five years ... far less than 1 per- 
cent of my charge account volume,” Mr. Till says. 

“Little services mean a lot to women,” Mr. Till 
says. “While 90 percent drive here to shop, we'll 
gladly deliver purchases up to 21 miles at no charge. 
We make refunds without haggling. We'll go to 


On credit sales .. . 

"'. . . the average cash sale is $2.86. But 
our average charge account sale is $8.90. | 
think that's the best evidence .. ." 


housewives’ homes to install or explain something 
they’ve bought. 

“In short, we have staked our claim in this area. 

“Our claim is our reputation: We are as con- 
siderate as humanly possible with women customers, 
and we have the widest and cleanest hardware assort- 
ment we can put together for the men. 

“We are earnestly trying to give all customers a 
modern, convenient store with old-fashioned ideas 
about management and services,” Mr. Till says. 

@ End 
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Manager Ray Porter (left) gives a live demonstration. 


Keep it moving and sell more 


**Sell by demonstrations,”’ says dealer 


who has found action outsells talking. 


There is no sales argument that is so convincing so 
completely, so quickly, as a good demonstration. 

“That is particularly the case with a new product 
offered at an above-average price for which special 
claims of quality are made,” says Ray Porter, general 
manager of Seattle (Wash.) Paint & Hardware. 

Mr. Porter set up a special demonstration of a new 
type of heat-resistant cookware recently. The ware 
is well advertised, but Mr. Porter believes the demon- 
stration he set up has been at least partly responsible 
for the good turnover this merchandise has enjoyed 
in his store. 

First, Mr. Porter made extensive tests of his own 
to make sure the merchandise would withstand the 
demonstration he planned to give it. Then, he set up 
this display in his front window: 

A stick about 3 ft long was mounted near its center 
on an axle permitting it to pivot freely. On each end 
of the stick a piece of the new cookware was secured. 
One end slightly over-balanced the other. 

To the end that was the lightest, Mr. Porter at- 
tached a string which he ran through a small hole in 
the counter top. He looped the string around a small 
pulley, then attached it to a rotating arm powered by 
a small electric motor. With the motor operating, this 
string pulls the arm down about once a minute. 

The downward pull on this arm is just enough to 
dip the skillet attached to that end of the stick, in a 


pan of cold water set beneath it. A blow torch is set 
up to bear directly on the items used for the demon- 
stration. This heated the piece sufficiently so that 
each time it dipped into the pan of water, it sends up 
a cloud of steam. 

“This was one of the best attention-getting window 
displays we have used,” says Mr. Porter. 

“The first few days especially, just about everyone 
who passed the window stopped to look at it. The first 
two months at least, not a day passed that we did not 
sell at least one item of this ware.” 

Although the live blow torch was effective for some 
while, Mr. Porter decided to substitute a small pink 
electric light globe to simulate the flame. He mounted 
the bulb in the nozzle of the torch, running an elec- 
tric cord down through the body of the unit. 

“We made this change mainly because we could see 
parents were anxious about their children, many of 
whom were attracted by the display and came over to 
watch it closely. 

“The simulated display is almost as good. We still 
use a propane torch to give the live demorstration to 
customers who are interested in the merchandise. 
This remains effective, as one such demonstration led 
directly to a $35 sale of that merchandise,” the man- 
ager says. @ End 
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Young couples, new homes, new wants symbolize the era of the 1960's. 


A look at housewares 


**Housewares offer good profit from sound merchandising... 


Housewares sales are $5 billion a year now... sales 


may reach $10 billion annually by 1970...” 


A long established hardware store in a Midwest 
suburb recently blazoned its front window with bold, 
red neon letters spelling the word “Housewares.” It 
typifies the awareness among hardware dealers that 

by Dolph Zapfel housewares attract store traffic and frequently sell 
secretary themselves. 

National Housewares Manufacturers Assn. Housewares and hardware have become synonymous 
Chicago, Ill. in thousands of stores. 


46 ¢ HARDWARE ACE, june 30, 1960 





For the dealer, housewares offer good profit from 
sound merchandising. Housewares in the current year 
are expected to draw about $5 billion from home- 
makers’ pockets. 

Population growth, the new national interest in the 
home, and the ingenuity of the housewares industry 
in developing new products, and continually improving 
those now on the market, indicate that retail house- 
wares sales in this country may reach $10 billion 
annually by 1970. 

In a recent nationwide business survey conducted by 
the National Housewares Manufacturers Association, 
30 percent of manufacturers answering questionnaires 
said that new products had done the most to increase 
their business in the last five years. Thirty-one per- 
cent said that new products would help produce an 
increase in housewares dollar volume during 1960. 

The industry’s growth has been so great that our 
NHMA National Housewares Exhibit in January 
and July is the country’s biggest trade show, jamming 
the nation’s largest exhibit halls. 

In the 33rd NHMA exhibit this July, a record 750 
exhibitors will display the greatest selectivity of 
housewares products ever offered buyers from 50 
states, Canada and many other countries. 

In January and July 1961, the Exhibit will move 
into the world’s most modern hall, the new Chicago 
lakefront Exposition Center, where approximately 200 
more booths can be installed than in any other 
available, modern facility. 


A young, thriving industry 


What is this housewares industry that looks to the 
possibility of doubled retail sales in a decade? 

It is many industries within an industry; a mass 
producing, mass merchandising conglomerate, within 
which individuals create, manufacture and _ sell 
products designed to serve every room in the house, 
the basement, and the yard. 

In another of our NHMA business surveys, we 
learned that 57 percent of manufacturers started in 
housewares only within the last 15 years, while 3 
percent of them have been in this business 100 years 
or more. 

We learned further that housewares manufacturers 
make an average of 18 products, or lines; that 14 per- 
cent manufacture one product or line; another 14 
percent more than 50 products or lines. 

The industry is not made up of giant firms. We 
learned that housewares manufacturers average 233 
employes per firm, with 79 percent of them in produc- 
tion, 9 percent in sales, 8 percent clerical, and 4 per- 
cent executive. Buying firms average 18 employes 
working in housewares. 

Eleven percent of the manufacturers participating 
in our most recent business survey said that hard- 
ware-housewares retailers had produced their greatest 
volume of business in 1959, for which 74 percent of 
manufacturers reported greater housewares dollar 
volume than 1958. Seventy percent of these manu- 
facturers said their unit sales, as well as dollar volume, 
were up. Thus, increased sales, not price changes 
alone, are reflected in the growing housewares busi- 
ness. 


Our recent survey showed that most consumers buy 
housewares on impulse, in the opinion of 47 percent 
of buyers for retail outlets. Only 33 percent said most 
of their customers buy because of “price advertising,” 
while 20 percent said most consumers want brand- 
name merchandise only. 

Thus, it follows that the hardware retailer whose 
store is located in a growing market area can 
capitalize on the homemakers’ tendency to buy house- 
wares on impulse if he will find room “up front” for 
the new products designed to make homemaking 
easier. 

Product exposure has been found to be one of the 
best selling tools a dealer can use to increase his 
dollar volume in housewares. And the survey returns 
indicate that price is not the most important factor 
in housewares selling. 


Quality, service beat out price 


Seventy-eight percent of manufacturers and 76 per- 
cent of buyers said too much emphasis is placed on 
price. Fifty-eight percent of the producers and 58 
percent of the buying firms said quality and service 
are more important than price. 

Also, on the matter of prices, 37 percent of manu- 
facturers and 40 percent of buyers said they sold most 
of their housewares in the medium price range. Ap- 
proximately 30 percent of both groups indicated that 
their best sales were in the low and high price ranges. 

The NHMA National Housewares Exhibit offers 
the nation’s buyers in 30 wholesale and retail cate- 
gories the greatest selectivity of merchandise it is 
possible to gather under one roof. 

At the January and July shows, representatives of 
all leading buying and distributing firms see what’s 
new as they look at the bulk of the nation’s house- 
wares production. They meet manufacturing execu- 
tives, and discuss with them merchandising ideas that 
can be passed along to every retail store in the house- 
wares field. 

Many hardware stores across the country have been 
among the leaders in initiating changes to keep pace 
with modern merchandising trends. They have re- 
tained the staples that have made them a service 
organization in the community, and they have moved 
up front new products and those housewares items 
that attract consumers because they offer homemaking 
helps designed to reduce work and save time. 

The history of housewares tells the story of con- 
tinuing growth through the last 15 years. Every 
business fact that can be gathered points to an even 
brighter future for the sound housewares mer- 
chandiser. 

The continuing flow of new products and improve- 
ments of the old, plus the ingenuity of the industry 
in adapting new techniques and materials to serve 
the needs of our nation’s homemakers, offer retailers 
the opportunity to sell service and increased leisure 
to a steadily increasing population. 

The combination means increased profits for the 
good housewares merchandiser. 


HOW TO SELL MORE HOUSEWARES 


HARDWARE AGE, June 30, 1960 © 47 





Summer 


Housewares Show... 


GROWS, GROWS. 


The largest housewares show in history. 
July 11-15, is but a prelude to 


larger shows next winter and summer, 


indicating the strength of your 


houeswares market. 


Are you still on the fence about expanding house- 
wares? 

There can be little doubt about the strength of 
housewares in your store. The growth of the summer 


and winter national housewares shows would seem to 
be ample proof of this statement. 

The 33rd NHMA National Housewares Exhibit, 
July 11-15, will house close to 1300 booths and 750 
exhibitors in Atlantic City’s recently remodeled Con- 
vention Hall. 

Last summer there were 715 exhibitors. This sum- 
mer’s show is the largest in the history of NHMA, 
regardless of season or locale. 

When the 34th (winter, 1961) and 35th (summer) 
exhibits are over, new records seem likely. This is 
true because both of next year’s exhibits will be held 
at Chicago’s huge new Exposition Hall. 

The new hall has 200 more booths than the former 
winter show site, Navy Pier and adjacent Drill Hall. 

The show next month will host an attendance of 





25,000. The record: crowd of visitors should enjoy a 
more comfortable visit this year. 

Many new and improved motels and hotels dot the 
famed resort. The world’s biggest boardwalk has been 
extensively repaired and improved. And some $3.5 
million has been spent on modernizing Convention 
Hall, and improving the flow of ocean air. 

Exhibits will be busy on three floors, and all levels 
are served by new escalators. 

Dealers will be busy at the show, for it promises 
to be a prosperous one. This is true because the 
economy at show time could hardly be shaping up 
better: 

@ Hardware dealer sales are well ahead of last 
year on a month to month and aggregate basis. 

@® Total personal income is hovering near the 
ecord $400 billion annual mark. 


@ There’s no second-half steel strike to reckon 
with this year. 

@ The tide of inflation seems to have been stemmed. 

@® Gross national product has passed the $500 
billion mark for the first time. 

@ Buyers responding to the recent NHMA Survey 
No. 9 gave this optimistic opinion on housewares sales 
through 1960: 70 percent replied that sales would 
increase; 19 percent said sales would stay even with 
1959; 11 percent said sales would dip. 

A busy economy usually mirrors itself in a busy 
housewares show. There’s more buying, and more 
buyers. 

With this in mind, dealers planning to go to 
Atlantic City would do well to think ahead about how 
they will cover the show. Time, for dealers and 
exhibitors, will be at a premium. 

While you may register at the show on opening 
day, you would save time by doing this in advance. 
There are two ways: you may register for three days 
prior to actual opening time at Convention Hall; or 
you may mail your registration request to National 
Housewares Manufacturers Assn., 1130 Merchandise 
Mart, Chicago 54. 

This biggest of all housewares shows presents a 
wonderful opportunity to view housewares in their 
widest array. It is a chance to closely examine items 
and lines that have escaped your notice in the past. 


This is the new lobby of Con- 
vention Hall. It is part of a 
$3.5 million improvement job. 
Note escalators serving all 
levels. 


You may find that you have missed the boat on 
products that fill a particular need in your community. 
Show time is a time to shop and compare. Dealers 
who don’t make every effort to visit new or unfamiliar 
manufacturers are short-changing themselves. It’s 


Show events and hours 


@ Housewares Dinner on behalf of Brandeis 
University (Waltham, Mass.), July 10, 6:30 p.m., 
Shelburne Hotel. 


@ Summer Housewares Show Reception, 


NHMA, July I1, 6-8 p.m., American Room, 


Traymore Hotel. 


@ Show hours: 9 to 5 daily, Monday through 
Friday, July 11-14; show closes at noon, Friday, 
July 15. 


® Annual interim-meeting, National Federa- 
tion of Housewares Clubs, July 12, 8 p.m., Man- 
darin Room, Hotel Traymore. 


a mistake to pass up an unfamiliar supplier in order 
to spend more time with old friends at the show. 

That tiny booth behind a pillar on the lower level 
may be featuring the hottest promotion in years. But 
you'll have to visit this booth to get on the band- 
wagon. 

It is wise to chart your time. Give yourself a certain 
number of hours in each portion of Convention Hall: 
lower, mid, and upper levels. Be fair with yourself 
and the exhibitors by looking into every nook and 
cranny at the products of some 750 housewares 
makers. 

It is also wise to carry a container for specification 
sheets and other product literature. This data is 
invaluable for product knowledge clinics when you 
return home, and for scheduling promotions. 

It is prudent to take along your order book, even 
if you normally do not do much direct buying at 
shows. This is important because there may be items 
offered direct or through your wholesaler as one-shot 
show specials. These often require on-the-spot order 
confirmations. 
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Aids to boost 
housewares sales 


Hardware Age-designed display and 
management aids help you sell more 


housewares and save advertising dollars. 
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This revised HA Co-Op Ad Directory contains seven full 
pages listing manufacturers who have dollars available to 
help you promote their lines. Cost: 20¢. 


Red and white, these colorful 5x7 in. signs fit standard 
holders. ‘They perk up gift buyers’ interest in small 
appliances, fancy kitchenware, etc. Cost: 12¢ each or 
9 for $1. Specify form No. 14. 


This red and white 5x7 in. sign draws attention to 
cutlery, cook-out needs, etc., as perfect gifts for men. 
Cost: 12¢ each, or 9 for $1. Specify form No. 13. 


This green and white 5x7 in. card fits standard sign 
holders, draws attention to specials that are advertised 
or marked-down for one day. Use crayon fo fill in item, 
old price, and sale price, and you have the makings of a 
display. Price: 12¢ each, or 9 for $1. Specify form No. 15. 


All prices above are postpaid. All requests should be addressed to Readers’ Service Dept., HARDWARE AGE, 


Chestnut & 56th Sts., Philadelphia 39, Pa. 
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Prestige sells power mowers 


Prestige created by smashing advertisement establishes hardware dealers’ 


store as mower headquarters. Here is an idea you can use to sell more mowers. 





‘A hardware store can do an im- 
pressive business in mowers with- 
out joining the price competition 
race.” 

So says management at Bradley 
Hardware, Watertown, N. Y. 


Brediey 
This dealer merchandises lawn nearest 


REMEMOER—IT ALWAYS PAYS TO BUY THE BEST 
care equipment on a quality and 


prestige basis. Price gets secondary | hanna oth MOWERS. 


consideration. a . ; 
The impression of quality, pres- " aan res as atthe idbinanicaninonebtin 


tige, and of wide selections is cre- | | : Tafa gee a a 


ated through a full page newspaper 14095 ae y= 
advertisement. The advertisement ) HOFFY POWER DRIVE Rt 

is published in the spring, at the : 
beginning of the active lawn care 
equipment sales season. The size 
and scope of the advertisement lit- 
erally shouts to readers: “Here is 


a store really in the power mower “Ret Fetes te wr cw Y 
Tae.t 4 Ope Pret Titer, 1 Oot 


business.” Ete Cote haw te, tor om, 268" 
The advertisement published this Th Pat Cote Rew Wen Om 


spring illustrates this article. Note tt oor 
the various elements: 











The heading. Readers quickly get 
the impression this store has plenty 
of mowers “A size and type for 
every lawn.” Note also the slogan 
“Your lawn mower headquarters.” 











The number of items featured. 
Five rotary mowers are illustrated. 
So are two models of riding mow- 
ers, one reel type and one hand 
mower. One cultivator tool is illus- 
trated. Allied power equipment, 

(Continued on next page) 
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This full-page newspaper advertise- 
ment informs readers that this dealer 


) SU 2-6000 FREE DELIVERY 
has a full line of mowers for sale. 


~*~ 
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Prestige sells mowers for hardware dealer 


plus seed and fertilizer completes 
the products featured. 


The price range. Note that the 
low price rotary mower model is 
not given dominant position. In 
fact, the low priced model gets the 
least attention. The highest priced 
model in the line gets feature po- 
sition. The ad definitely informs 
readers that the store had a price 
model, if the customer wants one, 
but that higher priced models are 
suggested. 


Mower specifications. Note the 
amount of product information 


(Continued ) 


given. The higher priced models 
have a few sentences describing 
features. For all models, the model 
number is given, along with the 
cut and the horsepower of the 
engine. 

In going after the power mower 
business on a quality-versus-bar- 
gain price basis, the store uses 
many selling slogans such as: “Re- 
member—it always pays to buy the 
best.” 

This theme is carried to sales 
conversation on the display floor. 

“Customers don’t mind paying 
the price for a better mower, if 
they are advised why it is better. 
Product knowledge is awfully im- 


portant here,” Bradley manage- 
ment feels. 

The store draws power mower 
customers from a wide area of 
northern New York state as a re- 
sult of its full-page promotions. 
Also, there is the aspect of the 
long-term quality image Bradley 
has built. This kind of reputation 
gets around. 

Bradley has stuck to its quality 
platform in mower merchandising 
in spite of heavy price competition. 

The store’s business has contin- 
ued its pattern of steady growth. 
As mower sales have inched up 
over the recent years, so has the 
profitable business of related lines. 

@ End 





3 proven ideas to boost summer sales volume 


Here are ) romotions to lure traffic for your 


sporting goods, garden, picnic goods sections 


Newman Brothers Hardware, 
Johnson City, N. Y., goes after, and 
gets, the business of fishermen. 
The method is simple. 

A pair of accurate scales is in 
the store. Any fisherman may 
bring in a day’s catch for weigh- 
ing and verification. 

A verification card is issued to 
each angler, attesting to size and 
weight of catches. This card lets 
each fisherman prove his prowess 
with rod and reel to doubting 
friends. 

Each week Newman Brothers 
give a $2 cash prize for the heavi- 
est catch of the week. This $2 lure 
is worth hundreds of dollars in 
terms of traffic. 

A full time window display plays 
up the fishing theme throughout 
the season. Focal point of the dis- 
play is a map that shows where the 
fish are biting from week to week. 
This window is_ considered a 
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“must” for all fishermen in the 
area. 

Boulevard Hardware, Endicott, 
N. Y., goes after the picnic trade 
in an unusual and profitable way. 

First, this dealer builds a picnic 
display window and a matching in- 
side display. Then he posts a large 
map in the window, showing “off 
the beaten path” picnic spots. All 
of these spots are within reason- 
able distance of the store. 

Next, this dealer obtains week- 
ly weather forecasts from the 
local weather station. Data on the 
weather for picnicking is also 
posted in the window. 

Finally, this dealer offers 50¢ to 
each customer who contributes a 
new picnic location of unusual ap- 
peal. These locations are posted on 
the window display map. 

Result? Boulevard Hardware 
does a wonderful picnic supplies 
business from late spring through 


the fall of the year. 

Wenners Hardware, Johnson 
City, N. Y., has a contest every 
June that brings out the local gar- 
den trade en masse. 

This dealer’s traffic lure is $1 in 
cash to gardeners who take the 
time to write down workable sug- 
gestions on growing dry food for 
domestic animals, such as _ hay, 
oats, etc. 

Of the many suggestions offered, 
10 are chosen for $1 awards. All 
suggestions are posted in the in- 
terest of better gardening, and 
these suggestions get the constant 
attention of store traffic. 

Wenners Hardware has other 
summertime traffic gimmicks. Cou- 
pons good for one gallon of gaso- 
line are given on purchases ex- 
ceeding $2. 

Also, drive-in theater tickets are 
given to customers whose purchases 
exceed $1.50. @ End 
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Mr. Porter (right) poses in front of his antique hardware patio. Note the store's slogan and date legend. 


ATMOSPHERE 


sells hardware 


Dealer finds that the atmosphere 
of by-gone days lures traffic 


to this modern-day general store. 


“The hardware store that sells hardware.” That is 
promotional slogan of Henderson Hardware Co., Fort 
Myers, Fla. 

This store trades on its 73-year history and it dis- 
plays and sells antique hardware, to emphasize the 
slogan. 

The owner feels that the atmosphere of the past is 
a key to local and tourist traffic. This atmosphere is 
maintained in several ways. 

The architecture of the store, low-slung and white- 
washed, reminds passersby of a frontier home. The 
lettering of the store name, slogan, and all interior 
signs is done in old fashioned style. 

In a long covered patio along the side of the building, 
owner Mel Porter maintains a sort of hardware mu- 
seum. This display is visible from two streets. It 
includes wash pots, saddles, churns, wagon wheels, 


A Model T Ford is one of the store's traffic-building 
relics. Note the “swamp buggy” vehicle behind the Ford. 


oxen yokes, plowstocks, and other reminders of the 
days of Wyatt Earp and Bill Cody. 

Nearby, a well kept Model T Ford draws its share of 
traffic as a memento of the more recent past. A high- 
slung “swamp buggy” vehicle stands alongside in 
sharp contrast. 

These oddities and antiques do the job they are 
employed for. They bring a steady stream of traffic 


(Continued on page 86) 


HARDWARE AGE, June 30, 1960 « 53 





i Noa SS ee Ciba ag: 


No clutter, no obstructions in this new L. L. Smith store front. 


ury the past... 


adjust to the present” 


This is the advice of a dealer who “Hardware dealers who wish to continue making a 
profit will have to bury the past, and adjust to the 


has survived a drastic downtown present,” says a dealer who has done just that. | 
A new L. L. Smith Hardware recently opened in 


market change, and spread into the Phoenix, Ariz. It has enjoyed excellent business from 
the first, on account of thoughtful planning and care- 


suburbs to keep his business ful adjustment to the needs of the area served. 
Dealers planning a move will find many helpful 


growing and profitable. hints in this store’s operation. 
The beautiful new store replaces one formeriy 
operated by the firm at another Phoenix location. It 
represents not just a change of address, but a new 
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and modern approach to merchandising problems. 

It’s a new store with new and changed manage- 
ment ideas. 

The old store became a victim of city growth and 
stifling traffic congestion. The new one has followed 
the population trend. It is in West Plaza, a large, new 
regional shopping center miles from the downtown 
district. 

Here are some of the ways in which the new store 
is tailored to fit the opportunities of its changed 
location: 


(1) Crowding eliminated 


Rushing traffic and lack of parking space present 
no problem here. West Plaza shopping center boasts 
one of the largest parking areas in Arizona on its 
40-acre site. Customers can park within a few seconds’ 
walk from any of its stores. 

Spaciousness marks the interior of L. L. Smith 
Hardware, too. Aisles 4 ft wide make it easy for 
shoppers to move around the store without being 
jostled. This encourages browsing and leads to im- 
pulse purchases. 


qo ee: > Tae, ~ 
. " - r em. SS 


’ 
o® 
— 


at — 
oan” 


> 
g 
. 
- 
4 
te 
_f 
* F 
* 


itt 
5 
iH 


Aisles wide, gondolas mass merchandised, prices plainly 
marked . . . this is your modern self-service approach. 


Modern four step gondolas, and mass displays of 
all merchandise, are further aids toward increasing 
the amount of the average sales ticket. 


(2) Cooperative effort 


West Plaza center includes about 40 stores on a mall 
surrounded by parking space. It’s a closely knit 
organization for mutual cooperation and advance- 
ment. 

When the center was completed, its stores and shops 
joined to stage a huge grand opening, with prizes, 
giveaways and entertainment. 

Many city dealers, without real reasons, try to 
stand alone. They consider nearby merchants as rivals, 
instead of friendly competitors who could be of value 
in cooperative efforts for the benefit of all. 

The grand opening brought thousands of people to 
the shopping center. Smith Hardware was seen and 
visited by more people in the one weekend than it 
drew in months when operating on its own. 

West Plaza merchants publish their own newspaper 
periodically. It is distributed free to all homes within 
the center’s trade area. Many stores also advertise in 


HARDWARE AGE, june 30, 1960 ¢ 55 





‘‘Bury the past, adjust to the present”’ 
(Continued ) 


the Phoenix metropolitan newspapers, and what 
creates traffic for one helps others, too. 

If all of the merchants on a city block advertise on 
the same day, all would likely prosper from heavy 
traffic. 

Smith Hardware shares giadly in the center’s heavy 
overall traffic. It does not let its neighbors do all the 
pulling, though. It conducts its share of regular ad- 
vertising. 


(3) Service tailored to please customers 


The new store is set up on a self service basis, with 
all merchandise openly displayed, prices plainly 
marked, and departments marked by boldface signs. 

Customers browse, select the things they wish, and 
pay for them at either of two checkout stands. One 
is at the entrance from the mall, the other at the 
doorway leading to the parking area. 

But not everyone likes self-service. Some like help 
in finding and choosing what they wish to buy. Alert 
salespeople are always ready at Smith’s to render such 
service. 


Some dealers figure that when they switch to self- 
service, they no longer need trained personnel. Self- 


service augments clerk service, for more volume and 
turnover. It does not replace it. 


(4) Store hours tailored to shopping habits 


When the new store was opened it was the intention 
to close at 6 p.m., as had been the custom in the 
former store. 


“It was evident that such early closing would not 
work out advantageously here,” says L. L. Smith, 
head of the firm. His son, Don Smith is manager of 
the new store. 


“This center is surrounded by new housing develop- 
ments,” Mr. Smith points out. “Most of the home 
owners are young families, and few are in the two- 
car class. 


“In most cases, women can’t conveniently get to 
the center to do their shopping during the day. As a 
result, shopping is postponed until evening, when the 
family car is available. 


“Tests indicated a high sales potential during even- 
ing hours, so we tailored our schedule to conform to 
customers’ buying habits,” Mr. Smith says. 

“‘Now we open from 9 a. m. to 9 p. m. each day. 
except Saturday, when we close at 6 p.m. We do not 
open on Sunday. 


“We have days now when sales volume after 6 


o’clock is as much or more than that of the daytime 
hours, ” Mr. Smith says. “Traffic is usually heavier 


Men and boys flock to this large sporting goods section. Clothes and shoes for sports are fitted in this alcove created 


between two fixtures. 
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at night than at any other time. By remaining open 
we get our share of, it.” 

Some dealers have never given much thought to 
whether the hours they remain open have more to do 
with tradition than with the needs of their neighbor- 
hood. Even city dwellers like to shop at night. Few 
downtown department stores stay closed every night 
in the week. 


(5) Stock tailored to the wants of new community 

A few years ago, the tracts that surround West 
Plaza were citrus groves or cotton fields. Because the 
homes in the vicinity are all new ones, there is little 
call as yet for repair materials. 

On the other hand, there is brisk demand for the 
many things needed to make a house a home, such as 
housewares, house numbers, mail boxes, shelf brackets 
and other gadgets. 

As a consequence, such wanted items are stocked 
in wide variety and displayed prominently. 

Each dealer should assess the needs of the majority 
of his local trade, then stock his shelves accordingly. 


(6) Stock balanced to encourage family shopping 


This is not a man’s store nor a woman’s store, but 
one that interests every member of the family. This 
should be true of most hardware stores. 

Smith’s has a lovely housewares and giftwares 
section to appeal to the women. 


Men and boys enthuse over the hand and power 
tools section and the sporting goods department. 

As for the children, there is a well stocked, year- 
round toy department, a large bicycle and wheel goods 
section, with back-yard gyms and other outdoor play 
equipment. Such items know no season, because of 
Arizona’s mild winters. 

The important gift-buying factor is recognized in 
every section of the store. 

Then, there are certain sections of the store that 
appeal to the entire family, such as the patio and 
picnic supply corner, and the camping equipment 
section. 

Nearly everyone in Arizona enjoys outdoor living, 
and the Smiths make an aggressive play for the busi- 
ness it creates. 

Dealers everywhere should make a bigger play for 
family store trade. Togetherness is big business. 

This careful tailoring to the needs and desires of 
its area, backed by good choice of location and excel- 
lent promotion, has enabled L. L. Smith Hardware to 
make a speedy and successful transition. 

Formerly advertised as the “biggest little hardware 
store in Phoenix,” it now takes a position among the 
largest and finest in the state. Why? 

Because it has thrown away old notions about hard- 
ware merchandising, and adapted itself wholly to 
servicing steadily changing needs of a young com- 
munity. @ End 


Woman's side of the store. Good for family trade and for growing gift volume. 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 65, and mail 


: Item I 
Display for thread sealer 


You can set up a display of Her- 
cules all-purpose Tape Dope in less 


than one square foot with this new 
carton that converts to an attractive 
counter-top merchandiser. The dis- 
play illustrates easy application of 
Tape Dope for any pipe thread-seal- 
ing job. It holds 12 pocket-sized 
cans of Tape Dope in 300 or 600 
in. rolls. Hercules Chemical Co.., 
Dept. HA, 416 Broadway, New York 
13; N.Y. 


Item 2 
Padiock refill assortments 


You can make more than a 100 
percent gross profit on the cost of 
refill stock assortments of padlocks 
for Slaymaker’s wire racks and dis- 
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plays. This promotion ends Nov. 1. 
Each stock assortment of 18 pad- 
locks includes three each of six 
brass padlocks in #17S or three 
each of six brass, laminated steel 
and combination locks in #578. 
Eighteen free key blanks worth 35¢ 
each when cut are included in each 


stock assortment. A window stream- 
er also is included. Slaymaker Lock 
Co., Dept. HA, Lancaster, Pa. 


Item 3 
New jig saw sawing action 
This new Black & Decker Deluxe 
jig saw will be available Oct. 1. 
It has a sawing uction that clears 
the blade teeth with each stroke. 
Catalog No. U-40 includes the new 
saw with a shoe that can be ad- 
justed and locked at any angle up 





to 45 degrees. Other features in- 
clude an adjustable rip fence, a 
circle-cutting attachment, four as- 
sorted blades and B&D motor. It 
will be offered at a suggested retail 
price of $44.95. Black & Decker 
Mfg. Co., Dept. HA, Towson 4, Md. 


Item 4 
Two-bladed paint scraper 
Warner’s pivot head paint and 
varnish scraper has two blades. 
The #809 features a_ revolving 
blade holder. The smooth blade or 
the corrugated blade can be pivoted 
into scraping position by loosening 
the knob. Both blades have two 
edges and are easily resharpened 
with a file. The corrugated blade 
is for heavy scraping or scoring 
painted wallpaper before removing 
with a steamer. The smooth blade 





Here is a quick Check 
List of items described 
in the following pages 


- 


is for finish scraping. Both blades 
are 24% in. wide. These pivot head 
scrapers are carded and retail for 
$1.39. Warner Mfg. Co., Dept. HA, 
801 16th Ave. S. E., Minneapolis 


14, Minn. 


Item 5 
Garden aids promotion kit 


Here’s a garden aids promotion 
kit to merchandise Porter-Cable’s 


Pa a CLALCTENG iit = le 
aS, ee 
- ww 


Britton 


tototillers. The kit includes a soil 
test kit, pruning shears, “his” and 
“hers” gardening gloves, and the 
Garden Magic gardening book. It is 
offered free with the purchase of 
any one of six Rototiller rotary 
tillers. Porter-Cable Machine Co.., 
Dept. HA, Syracuse 1, N. Y. 





Quick Index 


to Buying Check List 





[} Display for thread sealer 
[} Padlock refill assortments 
[] New jig saw sawing action .. 
[] Two-bladed paint scraper 
[} Garden aids promotion kit 
Two new chain wrenches 
[] Vinyl pantryware ensemble 
Horsehide work gloves 
[1] Power mower service center 
~}] Tweed carpeting stair tread 
|] Closet odor, moth killer 
] Christmas lamp display 
] Files in color coded boxes 
"] Stock and bond storage box 
[] Aluminum grain-feed scoop . 
| Colorful folding bed tray 
[} Electro-plated racing kart 
[}] Model kitchen planning kit 
[| Transistor radio batteries 
[} 1960 gas space heater line .... 
[] Transistor portable radio 
New wood preparing tool 
| Clear, satiny wood finish . 
[] Three water float sizes .. 
Display for mason's line 
] Three-way lawn sprinkler 
~}] Rubber. ball floor display 
[] Carded picture wire stand 


[] Farm and truck tarpaulins 


80¢ flat blade boring bit 
Gun oil in two spout cans 
Mailboxes with medallions 
Autoloading .22-cal rifle 
24-in. riding rotary mower 
Seven sprinkling pumps 
Waxer refill head display 
Portable lighting center 
Automatic coffeemaker unit 
School lunch kits in vinyl 


OOOUoOoOoOOUUdDD 


New cabinet hardware items . 
Combination table-planter 
Eight glasses in caddy set 


es oe & 
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i 
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Screwdriver assortment 

Gift boxed baby set 

Skin-packed masonry bits 

New hand cleaner package 

Bathroom-bedroom ensemble 

24-in. riding rotary mower 

Juvenile furniture catalog 

Standard clamp booklet 

Wheel line catalog 

[] Lighting fixture catalog 
Machinists’ vises leaflet .. 

[] Door, window hardware catalog 

] Aluminum glazing bead sheet 

Self-adhesive plastic sheet 

Lighting idea guide, catalog .. 


[] 6 catalog sheets on threaders 





Item 6 
Two new chain wrenches 


Two new chain wrenches have 
been added to the Ridgid Work- 
Saver line, increasing the wrenches 
to 44 different types and sizes. 
These new wrenches feature fast, 
ratchet-like action in either direc- 
tion from either side and are for 
work in extra tight quarters. Tem- 
pered steel link chain has a large 


finger ring for fast adjustment and 
the chain catches quickly and se- 
curely on double lugs. No. C-14 
handles up to 2 in. pipe and fittings 
whiie No. C-18 handles up to 2™% in. 
pipe and fittings. Ridge Tool Co., 
Dept. HA, Elyria, Ohio. 


item 7 


Vinyl pantryware ensemble 
Wood-grained vinyl is perma- 
nently bonded to steel pantryware 
ensembles in Lincoln’s new Wood- 
Tone line. Finishes available are 
frosted maple which is light and 
American walnut, a dark finish. 
Wood-Tone accessories are accented 
with chrome highlights and come in 
ensembles including canister sets, 
bread boxes, paper dispensers, and 
step-on cans. Prices range from 
$6.98 for a 3-way paper dispenser 
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BUYING CHEG@K LIST 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


to $11.98 for a bread box with a 
slicing board. Prices higher in the 
West. Lincoln Metal Products Corp., 
Dept. HA, 225 42nd St., Brooklyn 
< ee ge 


Item 8 
Horsehide work gloves 


These fiesh split horsehide leather 
palm work gloves can be washed or 
dry cleaned. Riegel’s new gloves 
with cuffs can withstand high heat 
temperatures without shrinking and 
can stand repeated soaking and dry- 
ing. Riegel Textile Corp., Dept. HA, 
260 Madison Ave., New York 16, 
N.Y. 


ltem 9 

Power mower service center 
You can set up a power mower 

service center with this metal mer- 

chandising unit. This Pennsylvania 

Refining unit holds Gumout carbu- 





MAKE YOUR... 
POWER MOWER 
RUN LIKE NEW 
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retor cleaner in 8-oz cans, power 
mower oil in 8-oz cans, and an 
assortment of major-brand spark 
plugs. Only two square feet of space 
is needed for the display. The three 
products are effective for all two- 
cycle and four-cycle small engines. 
You get the merchandiser free with 
the initial stock order for the three 
items. Pennsylvania Refini.g Co., 
Dept. HA, 2686 Lisbon Rd., Cleve- 
land 4, Ohio. 


Item 10 

Tweed carpeting stair tread 
Here’s a new kind of stair tread 

that’s a natural do-it-yourself item 

for the homeowner. Called Carpet- 

Tred, the new tread is tweed carpet- 


ing permanently bonded to a rubber 
base. The carpeting surface is fade- 
proof and is easily cleaned. It comes 
in beige tweed, grey tweed, and 
green tweed carpet surfaces with 
matching rubber base. The Buz- 
baum Co., Dept. HA, 1212 Seventh 
St., Canton 1, Ohio. 


Item 11 
Closet odor, moth killer 


Expello Net Sachet, a perfumed 
paradichlorobenzene ball, is held by 
a gold colored net and has a gold 
cord for hanging. It is sealed with 
cellophane over which blister is 
sealed securely on an attractive 
hole-punched display card. This 
sachet kills moths, stops mildew 


and deodorizes air. The net holds 
perfumed ball until it is evapo- 
rated. Sachets retail for 29¢ each. 
Expello Div., Odor-Aire Inc., Dept. 
HA, 1015 E. 2nd, Wichita 1, Kan. 


Item 12 

Christmas lamp display 
General Electric’s Christmas 

lamp #285 counter merchandising 

display contains 285 lamps in pre- 

priced 5-lamp packs. It is 12 x 13 x 


18 in. Included in the display are 
75—C6 lamps, 180—C7% lamps, 


and 30—D14 lamps. The display 
has a retail price of $38.04. Gen- 
eral Electric Co., Dept. HA, Cleve- 
land 12, Ohio. 


Item 13 
Files in color coded boxes 


A line of Lenox grade-A files, 
American-pattern and curved-tooth 
are now available from American 





ITEM NUMBER ON FREE POSTCARD, P. 65 


Saw. Single-cut, double-cut and 
rasp tooth structures are available 
on American-pattern files. Lengths 
range from 4 to 18 in. Single and 
double-cut have three degrees of 
coarseness. Curved-tooth files come 
in flexible-standard, half-circle, 
half-circle shell and flat-pull-stroke 
shapes. Three types of cutting sur- 


faces are available. Boxes contain- 
ing single and double-cut types are 
color-coded to indicate degree of 
coarseness. American Saw & Mfg. 
Co., Dept. HA, Springfield, Mass. 


Item 14 

Stock and bond storage box 
Stocks, bonds, valuable papers 

and documents can be stored safely 

in Hamilton-Skotch’s new #12 box. 

This box has a lock and key. An 

casy-carry silver tone handle on 


the top of the box has its own re- 
cessed well. This version of the 
bond box series is 111446 x 5 x 3% 
in. It comes in a gray hammer tone 
finish, and features smooth, curled 


leat and stain resistant surface. 
Its folding brass legs are made of 
~e-in. brass finished tubing. This 
tray can be used for children or 
adults and also serves as a lap tray 
or utility tray. Retail price is 
$1.98. Marshallan Mfg. Co., Dept. 
HA, 1971 W. 85th St., Cleveland 2, 


rim edges and seams. An embossed Ohio 


chevron pattern extends across the 
front of the box. Twelve boxes 
come in a carton, each retailing for 
$1.59. Hamilton - Skotch 

Dept. HA, New York, N. Y. 


Corp., Item 17 
Electro-plated racing kart 


Roceo’s new racing kart, the 
Norseman Golden Trophy, features 


Item 15 
Aluminum grain-feed scoop 


Here’s a new low-priced alumi- 
num grain and feed scoop. It has 


a size No. 14 blade. Wood Shovel’s 
Turf Boy scoop has a No. 1 grade 
northern white ash handle and an 
080 gauge aluminum alloy blade, 


a welded frame, a live axle, split 
sprockets and adjustable sprocket 
hubs. This model is electro-plated 
and comes in two finishes, Golden 
Trophy or Silver Trophy. Rocco 
Products, Inc., Dept. HA, 2916 
Fourth Ave. S., Minneapolis, Minn. 


heat-treated. Retail price is $8.16. 
Wood Shovel & Tool Co., Dept. 
HA, Piqua, Ohio. 


Item 18 
Model kitchen planning kit 


Here’s a Youngstown Kitchens 
Plan-A-Kit that helps you show 
Item 16 
Colerful folding bed tray 


You can promote this colorful 
bed tray in your gift department. 
This Marshallan tray features a 
comical design lithographed on the 


customers how their kitchens will 
look when completed. This perfectly 
scaled model kitchen kit can be 
loaned to customers to take home. 
It comes in a simulated leather car- 
rying case and provides a floor, 
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Handsome — Noiseless 
Light to handle 
BEST for every use 

Can’t dent nor leak . 
SANITARY, easily cleaned 











Home owners, gardeners and the outdoor 
set all will be shopping for Lustro-Ware 
Tainers. Nothing equals their beauty and 
GUARANTEED service—rust-proof, 
dent-free utility—quiet, clatter-proof 
handling. Choice of colors for indoor or 
cutdoor glamour. Wonderful, too, for 
boats, vegetable bins, etc. Order from 
your supplier along with 200 other 

sales proven Lustro-Ware staples. 

All NATIONALLY ADVERTISED values 
with full profits for you! 


COLUMEUS PLASTIC PROD, INC., Columbus, Ohio 
Get set for FALL 


Atlantic City Housewares Show 


Booths 1523 - 25-27-29 


Nationally Advertised 
and Guaranteed by 


WORLD'S LARGEST 
manufacturer of Plastic Housewares 
Want more facts? Circle 132, p. 65 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 65 


three walls, two windows, a door 
plus wall and base cabinets from 
12 to 72 in. Miniature appliances, 
sink bowls, special cabinets and a 
snack bar are included. Youngstown 
Kitchens Div., American Radiator 
& Standard Sanitary Corp., Dept. 
HA, Warren, Ohio. 


Item 19 
Transistor radio batteries 


Transistor radio owners can op- 
erate their units at reasonable vol- 
umes for less than 1¢ an hour with 


Bright Star’s new high-perform- 
ance transistor radio batteries. A 
new line of standard models is 
available for all the newest types 
of domestic and imported radios 
and for battery-powered electronic 


instrument circuits. This series 
comes in round cell and flat cel! 
types and in voltages from 1% to 
22 volts. Bright Star Industries, 
Dept. HA, Clifton, N. J. 


Item 20 
1960 gas space heater line 


Martin’s 1960 line of gas space 
heaters feature a new principle 
called “high fidelity” heat. Warm 
air from the Continental Console 
Cabinets is gently circulated 
throughout the living area cf the 
home. The Duo-Vent Wall heater, 
shown, takes combustion air from 
outside. Venting is done straight 
through the outside wall, This 
model has a table top design and is 
finished in lifetime porcelain en- 


amel. All units have automatic ther- 
mostat controls. Martin Stamping 
and Stove Co., Dept. HA, Box 259, 
Huntsville, Ala. 


Item 21 
Transistor portable radio 


Here’s a six-transistor portable 
radio that operates more than 300 
hours on four “C” flashlight bat- 
teries. Arvin’s model 60R20 has a 
printed push-pull output circuit 
and an internal Ferrite rod an- 


tenna. It is 7% in. wide, 5 in. high 
and 3 in. deep. Colors available are 
sandstone, flame or slate gray. Re- 
tail price is $29.95. Arvin Indus- 
tries, Inc., Dept. HA, Columbus, 
Ind. 


Item 22 
New wood preparing tool 


Circle-sink, a new tool for pre- 
paring wood for screws, can drill, 
circlesink and counterbore without 
adjusting. It prepares wood for 
the driving of flush, sub-flush or 





angle-driven screws without splin- 
tering or damage to wood surfaces. 
This tool is made of heat-treated 
tool steel and has a built-in chip 
remover. An _ introductory self- 
seller cuntains the line of individu- 
ally carded Circle-sinks in 20 sizes 
plus carded Depth Stops and Plug 
Cutters. Norfolk Products Corp., 
Dept. HA, Norfolk, Conn, 


Item 23 
Clear, satiny wood finish 

Parks Wood Finish leaves a clear, 
satiny luster on most wood sur- 
faces. It can be used on interior 
wood paneling, doors, trim, cabi- 
nets and unfinished furniture. It 
may be second-coated in two hours 
or less. This finish comes in semi- 
luster and gloss, in pint, quart and 
gallon cans. One gallon covers more 
than 400 sq ft of unprimed wood 
surface. It can also be used as a 


sealer and primer. Parks Co., Dept. 
HA, Fall River, Mass. 


Item 24 
Three water float sizes 


Hodgman’s Polynesian Funflote 
is made of a heavily rubberized, 
strong fabric with two layers of 








THE BIG “=, MONEY MAKERS 


FROM FOODCO 





Dwucam Hines FOOD AND VEGETABLE CUTTER with 


SIX MICRO KEEN 
CUTTING CONES 
AVAILABLE 


*Trademark of Hines-Park Foods, Inc. 
Ithaca, N.Y. Kitchen-Quip, Inc., Licensee 


—- 


AMERICA’S MEALTIME MINUTE SAVER 


The Duncan Hines Food and Vegetable Cutter gives you an opportunity 
for tremendous profit in the food appliance field. Every feature is a 
selling point. High markup . . . no service . . . 10-year guarantee. . . 
best quality material and construction. Leads all others in the vast 
home food-cutting equipment market. 


This amazing kitchen utensil cuts vegetables and fruit in many appetite 
appealing ways. It grates, shreds, slices, peels, waffles, strings, crumbs 
and chops food with ease, speed and safety. Models retail from $19.95 
to $11.50. 


FOODCO <a. ~\ : 
PASTRY CUTTER-SERVER Gat 
Cuts-n-Serves CAKE—PIE—ICE CREAM— 

JELLO-MEAT LOAF—ETC. A unique, AN EXCLUSIVE 


fast moving, top impulse item. Highest FOODCO APPLIANCE 
quality stainless steel blades. Jet black 


durez handles. Washable. Beautifully , 7 - 
, . RETAIL 
packaged for finest gift quality. gg 
ad $2.98 


ccccceng eeeseeeeooese Ceeeeeesoeoeooooooooooaoeoooeoeoeoeoeeeeeeeeee 


FOODCO HAMBURGER PRESS 


Makes every meat patty uniform . . . speeds quantity 
pressings for stacking or freezing. Fun for bar-b-q chefs 
or homemakers. One second disassembly for easy wash- 
ability. Stores flat. A “must” in every home. Sells on 
sight for fast profit. 


CHROMIUM PLATED $2.98 etait 


MORE FACTS: — factory for catalog and price sheet 
call your nearest 0 


Want more facts? Circle 133, p. 65 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 65 


specially compounded rubber. It 
features I-Beam construction and 
a noncorrosive lock-type air valve 
vulcanized into the body material. 
Other features are bound edges 
and a safety rope. It is white, red, 
brown and blue with a plain blue 
back. The 25 x 48 in. size is $19.50, 
the 25 x 60 in. size is $22.95 and 
the 25 x 72 in. is $26.50. Hodgman 
Rubber Co., Dept. HA, Framing- 
ham, Mass. 


Item 25 | 
Display for mason's line 

This new three-color counter or 
shelf display carton is to increase 
impulse sales of King Cotton Cord- 
age’s 100 percent nylon mason’s 
line. The carton holds a dozen spools 


of braided or twisted line in natural 
or yellow colors. The nylon line is 
available in %4, %, and 1 lb tubes. 
Each tube is wrapped in polyethy- 
lene. King Cotton Cordage, Dept. 
HA, 105 Duane St., New York 8, 
N. Y. . 


Item 26 
Three-way lawn sprinkler 


Owners of odd-shaped or large 
lawns are traffic for Sherman’s 
Model J-1 sprinkler for 1960. It 
features Flik-Quik control for a 
three-way spray pattern. Slow os- 
cillation provides maximum satura- 
tion and penetration. It also has 
a built-in filter, leakproof tube 
connection, noncorrosive bearings, 
heavy-duty satin finish aluminum 
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frame, and noncorrosive baked 
enamel housing. It sprinkles an area 
up to 40 x 50 ft. Retails for $8.95. 
H. B. Sherman Mfg. Co., Dept. HA, 
22 Barney St., Battle Creek, Mich. 


Item 27 
Rubber ball floor display 


Two dozen Barr all-weather balls 
come shipped in the floor display 
carton shown. This traffic-stopper 
display has strategic spots for your 
own pricing. Nursery rhyme balls, 
flame balls, and other decorated 
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balls are available in special deals 
with this same display unit. Barr 
Rubber Products Co., Dept. HA, 
Sandusky, Ohio. 


Item 28 

Carded picture wire stand 
Anchor’s new revolving wire dis- 

play stand for carded picture wire 

holds one dozen #1—10 ft coils, two 

dozen #2—10 ft coils, and one 

dozen #3—10 ft coils. One assort- 


ment is packed per display carton. 
The wire display stand is included 
free. This stand has a base of 61% 
in. and is 10% in. high. Anchor 
Wire Corp., Dept. HA, 183 Jamaica 
Ave., Jamaica, L. 1., N. Y. 


Item 29 
Farm and truck tarpaulins 


You can get a free suit of Wenzel 
insulated underwear, worth $17.95 
retail, when you buy five or more 
new Eagle Armor-Tough tarpau- 
lins. These Farm Tarps and Truck 
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Tarps are made of rugged canvas, 
and feature improved water and rot 
resistant treatment. H. Wenzel 
Tent & Duck Co., Dept. HA, 2200 
S. Hanley Rd., St. Louis 17, Mo. 


Item 30 
80¢ flat blade boring bit 


Here’s a boring bit for use when 
drilling 1 in. hole for installing 
Kwikset ‘400’ Line locksets with 
Sok-It strikes. The bit, featuring a 
flat blade design, bores speedily and 
efficiently in all types of woods and 
can be used with % in. electric 
drills. It is heat-treated and tem- 

(Continued on page 68) 





FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 


merchandising ideas, special deals and other profit building information. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 


As you read through this issue you will find numbers beneath all adver- 


tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 


on to the manufacturers involved. 


only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


P Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


> You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 
for you to keep posted by using this Free Quick Check 


Postcard Service. 


P Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


> Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 65 


(Continued from page 64) 


pered. Cutting edges can be re- 
sharpened easily. The bit retails for 
80¢. Kwikset Div., American Hard- 
ware Corp., Dept. HA, 516 E.. Santa 
Ana St., Anaheim, Calif. 


Item 31 
Gun oil in two spout cans 


Anderol gun oil is now available 
in a 3-oz spout can for 65¢ and in 
a l-oz spout can for 35¢. A 3-oz 
spray can is also available for $1.25. 
This synthetic lubricant prevents 








rust and corrosion. It clings mag- 
netically to the metal and works at 
temperatures ranging from —50 to 
300F. Lehigh Chemical Co., Dept. 
HA, Chestertown, Md. 


Item 32 
Mailboxes with medallions 


Brass finish plated medallions 
are now featured on Fulton Line 
Americana and Suburban Star 
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mailbox patterns. Suburban Star 
style, shown, is made of 22 gauge 
steel and has a wrought iron finish 
with brass finished scrolls. This 
model accommodates larger maga- 


zines, small packages, newspapers 
and first class mail. It retails for 
$3.69. The Americana, a modified 
ranch style mailbox, can be used 
as a promotional model and retails 
for $1.98. Patent Novelty Co., 
Dept. HA, Fulton, Ill. 


Item 33 

Autoloading .22 cal rifle 
Sport-King Special, shown, a .22 

cal autoloading High Standard rifle 

features American walnut stock 


and Monte-Carlo shaping with 
fluted corab and _ semi-beavertail 
front end. It fires .22 cal LR, longs 
and hi-speed shorts interchange- 
ably. The barrel is 22% in. long 
and the front sight is a beaded- 
post type. The rear sight is Rocky 
Mountain Partridge with stepped 
blade for elevation with 25 yd in- 
tervals. It has an easily accessible 


thumb-operated safety. Rapid load- 
ing. It retails for $44.95, one of 12 
new shoulderguns. High Standard 
Mfg. Corp., Dept. HA, Hamden, 
Conn. 


Item 34 
24 in. riding rotary mower 
Here’s a 24-in. riding rotary 
mower that’s powered by a 3% hp, 
4-cycle Premium Clintalloy cast 
iron engine with a mechanical type 
self-starter. The Pennsylvania 
Compact model has a permanently 
lubricated geared transmission, au- 
tomotive type differential and four 
semi-pneumatic tires. Other fea- 
tures are a 3-qt capacity gasoline 
tank, five cutting positions from 
1% in. to 344 in. It also features 


a tow bar to haul other garden 
tools or carts. Pennsylvania Power 
Mower Div., American Chain & 
Cable Co., Dept. HA, Exeter, Pa. 


Item 35 
Seven sprinkling pump units 
Goulds Aqua-Lawn sprinkling 
pumps are now available in seven 
sizes from 1% hp to 5 hp with ¢a- 
pacities up to 7500 gph. The ™% hp 
and 1 hp models, handling two and 
six sprinkler heads respectively, 
are recommended for average home 
installations. Heavy continuous 





APPCO 


HOW TO MAKE EXTRA PROFITS 
WITH APPCO SEATS 


There are no better seats made than Appco 
solid plastic seats. As a result, selling is 
easier and customer satisfaction is assured. 


Just tell your customers the Appco 
advantages: 


® Made of one solid material that with- 
stands 2000 Ibs. pressure; shock-proof; 
moisture, oil and acid resistant. 


@ No applied colors to crack, chip, peel 
or fade. 


® Five decorator colors plus black, a 


white that won’t yellow and pearloid 
colors. 


e No place for germs and dirt because 
surfaces are flat, there are no seams, 
and hinges are plastic covered to pre- 
vent corrosion. 


e Bumpers are vinyl that lasts many 
times longer than rubber. 


e Fits all regular bowls. 
Appco seats sell faster for a quick stock 


turnover and greater profits for you. You 
will like the Appco line. 


Write for Complete Catalog 


AMERICAN PLASTICS PRODUCTS CO. 


HAMTRAMCK, MICHIGAN 





Want more facts? Circle 135, p. 65 
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Let convenience 
and easy 


movement make 


MORE CASTER SALES 
FOR YOU! 


A Bassick Dramond Arrow 
Caster Series ‘‘68’’ 
Diamond-Dart For Household 
migiiha las) 61-- eee 4 eee 


Suggest Bassick Casters for furniture, 
toy boxes, home tools, appliances and 
dozens of other things around the 
house. Tell how they save work and 
time, then follow through with these 
easy-to-use sales points — 

Won’t mark floors! Choice of soft 
tread wheels for wood and tile... hard- 
tread wheels for rugs and carpets. 
Heavy duty steel construction plus 
case-hardened ball-bearing races mean 
long life and unusually easy swivelling. 
Stock and display Bassick Casters — 
they’re both easy to sell and profitable. 


THE BASSICK COMPANY, Bridgeport 
5, Conn. In Canada: Belleville, Ont. 


STEWART-WARNER CORPORATION | 
Want more facts? Circle 136, p. 65 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 


duty can’t overload motors. Pumps 
are self-priming after initial prime 
and mechanical seal is protected 
for easy installation and requires 
no maintenance. Goulds Pumps, 
Inc., Dept. HA, 209 Black Brook 
Rd., Seneca Falls, N. Y. 


Item 36 
Waxer refill head display 


Here’s an attractive self-demon- 
strating display box for Master’s 
Wax-O-Matic Waxer refill heads. 
This 10 x 6 x 5 in. counter display 
holds six units and explains the ad- 
vantages of the heads and the 


Wax-O-Matic. Each head is 
wrapped in a colorful polyethylene 
bag. Heads list for $1.50 each. 
Two, four six and eight displays 
of six heads are packed per car- 
ton. Master Mfg. Co., Dept. HA, 
9200 Inman Ave., Cleveland 5, 
Ohio. 


Item 37 
Portable lighting center 


You can increase sales of fiash- 
lights, lanterns and batteries with 
Ray-O-Vac’s smaller, floor portable 
lighting center. M101-F is 24 in. 
wide and 51 in. high. It costs 
$31.12 and $38.40 worth of free 
standard 2LP flashlight batteries 
are included. Your price for the 
complete unit is $99.91 and returns 
$144.19. Included are heavy duty 
flashlights, promotional models, 3 
and 6 cell searchlights, popular size 


flashlight cell batteries and lantern 
batteries. Ray-O-Vac Co., Dept. 
HA, Madison 10, Wis. 


Item 38 
Automatic coffeemaker unit 


Here’s an automatic coffeemaker 
with five positions for brewing mild 
to strong coffee. Three to 15 cups 
of coffee can be made with this 


Therm-o-Perk unit. It has a signal 
light, Heat-Guard handle and is 
made of heavy gauge aluminum. 
Cord and plug are included in the 
set. Serving temperatures are main- 
tained automatically. Therm-o-Ware 
Electric Corp., Dept. HA, 869 Rock- 
away Parkway, Brooklyn 36, N. Y. 


Item 39 

School lunch kits in vinyl 
Glamour Gal, a school lunch kit 

with hatbox styling, is one of four 

new Aladdin kits in soft, textured 

vinyl. Two of the other models also 

are designed for schoolgirls and 





the All-Star is for young boys. 
Junior Deb has a floral pattern 
and the Ballerina model features 
dancers. All models have hard plas- 
tic swing handles, brass’ twist 
locks, handle mounts and accent 
rivets. Glamour-Gal has a plaid de- 
sign with a matching half-pint 
vacuum bottle and retails for $3.49. 
The other models are $2.89 each. 
Aladdin Industries, Inc., Dept. HA, 
703 Murfreesboro Rd., Nashville, 
Tenn. 


Item 40 
New cabinet hardware items 


New cabinet hardware styled in 
slim, contemporary lines with a 
starlike appearance is useful for 
built-ins in new homes, offices, mo- 
tels and apartments. Washington 
Steel’s Stellar hinges, pulls and 


knobs are available in five finishes. 
Washington Steel Products, Inc., 
Dept. HA, 1940 E. 11th St., Tacoma, 
1, Wash. 


Item 41 
Combination table-planter 


This Artistic tray table can be 
used as a corner, end, or chairside 
table. It is made of heavy Lustre- 











one and only 


MICRO-TENSION 


ADJUSTMENT 


Mi tent Pending) 
=xclusive on 


DELUXE 


World's Largest Manutacturer 
=Talelel-jelola ame Connecticut 


Want more facts? Circle 137, p. 65 


THE ACME / SHEAR CO. 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 65 


Bright brass-plated wire and the 
table comes with Lamidol wood 
grain inset and plastic plant pot. 
The plant pot holds a standard 3% 
in. planting pot. The No. 609 tray 
table is 211% in. high and the stain 
and burn-resistant inset is a circu- 
lar 15 in. Retail price is $5.98. A 
wheelbarrow planter is also avail- 
able retailing for $1.29. Artistic 
Wire Products Co., Dept. HA, Taft- 
ville, Conn. 


Item 42 
Eight glasses in caddy set 

Eight 12% oz beverage glasses 
decorated with jewel-like emeralds 
patterns are featured in a walnut- 


trimmed brass caddy set from Lib- 
bey Glass. The glassware decoration 
consists of 22k gold-trimmed frost- 
ed panels combined with translu- 
cent emerald diamond patterns. 
Each Emeralds caddy set is packed 
in a mailing carton and retails for 
about $7. Libbey Glass Div., Ow- 
ens-Illinois, Dept. HA, Box 1035, 
Toledo i, Ohio. 
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Item 43 
Screwdriver assortment 


Here’s an assortment of new viny!] 
power-grip screwdrivers in an at- 
tractive #P339 bucket with a price 
banner. Fifty Fuller screwdrivers 
with nonslip, blisterproof handles 
locked in ridged viny] are in the as- 
sortment. Ten each of heavy duty, 
mechanics, electricians, and cabinet 
screwdrivers and five each of #1 
and #2 recessed Phillips type are 
included, Your cost for this $19.50 


_ 


retail value is $13. Open stock re- 
fills are available. Fuller Tool Co., 
Dept. HA, 3522 Webster Ave., New 
York 67, N. Y. 


Item 44 
Gift boxed baby set 


A baby set combining Oneida 
stainless utensils and a white break- 


resistant melamine dish is avail- 
able in a gift box. The dish features 
a colorful clown design. Retail price 
is $2.95 for the set. Oneida Ltd. Sil- 
versmiths, Dept. HA, Oneida, N. Y. 


Item 45 
Skin-packed ‘masonry bits 


These carbide-tipped Cyclo-twist 
masonry bits are now skin-packed 
on colorful cards. Size and shank 
diameter are marked on front of 
card and directions for use and re- 
sharpening are given on the back. 
Cards are double punched for panel 
board display and are also available 
nested in boxes with bit diameters 
marked on the outside of the box. 
These bits can be used in any type 


of electric drill or hand brace. Per- 
forated panel board or counter mer- 
chandiser is free with bit assort- 
ment. New England Carbide Tool 
Co., Dept. HA, 55 Commercial St., 
Medford, Mass. 


Item 46 
New hand cleaner package 

Two %-gal cans of Liquid DL 
hand cleaner, one dispensing pump 
and a wall bracket are included in 
DL Products new “395” Special 
Package. The bracket can be 
mounted on wall or bench and the 
container fits into it. A thumb 
screw locks the container securely 
in place. Liquid DL is a waterless 
hand cleaner that contains lanolin 
and hexachlorophene. DL Products 
Inc., Dept. HA Buffalo, N. Y. 


Item 47 
Bathroom-bedroom ensemble 


This new luxury ensemble by 
Detecto Scales complements bath- 
room or bedroom decor. The viny] 
fluted pattern is embellished by 
large gold-tone towel rings and 
matching gold frames. The lids are 
cushioned. The ensemble consists of 
a full size hamper (shown) to re- 
tail for $17.95, a bench size hamper 





Rugged, heavy duty steel construction 
o 


Handle lock * @ « 


Open channel takes two staple 
sizes: 1/4” and 5/16” Load indicator 


Swingline *47> Staple Guns 
have more selling features 
your customers demand! 


Kost : More Swingline *4” Staple Guns are sold 


than all others combined! 


*With exclusive push-button loading and built-in staple extractor. Handle lock. 


- a 
FOR COMPLETE INFORMATION, CONTACT: Se ING. LONG ISLAND CITY 1, NEW YvoRK 
Weorild’s Largest Manufacturer of Stapiers for Home and Office! 
Want more facts? Circle 138, p. 65 
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TWO-WING 
SPRING TYPE 


FINE QUALITY and SKILLFUL WORK- 
MANSHIP are the distinguishing fea- 
tures of Arro Toggle Bolts. 


TUMBLEHEAD 
GRAVITY TYPE 


Falls into open position 
to fasten work securely 
against hollow walls. 


This well made toggle bolt makes fast- 
ening to tile, plaster, wall board, or any 
type of hollow construction, quick and 
sure. Its lively spring, when released, 
spreads the steel wings into open position 
—tightening develops maximum holding 
power. 


Used extensively by electricians, plumbers, 
decorators, maintenance men, sign men 
and many other tradesmen. 


SCREW HEAD ~ & 


+e ae 


RIVETED HEAD 
STUD BOLT TYPE 


Falls into open po- 
sition by gravity. 


THE SEWARROS> LINE OF MASONRY 
ANCHORING AND DRILLING DEVICES 


ARRO-CORE MASONRY DRILL 


MACHINE SCREW ANCHOR 


EXPANDER HAMMERLESS SETTING FOOL 


FOUR-FLUTE DRILL POINT 


———— SS —> 


TWIST DRILL POINT 


DOUBLE EXPANSION SHIELD 
43 28 wins .® ¥ 
+Wamat si ot Ft 2S 8 


LAG SCREW EXPANSION SHIELD 


TWO WING TOGGLE BOLT 


LEAD SCREW ANCHOR RUBBERGRIP DRILL POINT HOLDER 


c < e 


JUTE PLUG 


TUMBLE TYPE 
TOGGLE BOLT 


SILVER KING 
SELF DRILLING SHIELD 


LITTLE MAJOR TURNBUCKLE 


DISTRIBUTORS: 


This Advertisement Appears 
in Leading Publications Di- 
rected te Your Customers 


ARRO EXPANSION BOLT COMPANY 
Dept. H, P. O. Box 388, Marion, Ohio 
Want more facts? Circle 139, p. 65 
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BUYING CHECK LIST 


Want more details? Circle 
Item number on page 65 


to retail for $16.95, and a basket 
(shown) to retail for $6.95. They’re 
available in white, black, pink and 
gold. Detecto Scales, Inc., Dept. 
HA, 540 Park Ave., Brooklyn 5, 
| fee & 


Item 48 
24-in. riding rotary mower 


Acco’s new riding mower, the 
Compact, provides a 24-in. cut. It’s 
powered by a 3%-hp, 4-cycle en- 
gine with an impulse type mechani- 
cal starter. Other features are a 
permanently lubricated, fully en- 
closed geared transmission, cutting 
height adjustment from 1% to 34 
in. All working components are en- 
closed for complete operator safety. 
The engine’s throttle control has 
stop and choke adjustments. A sin- 
gle foot pedal works the safety 


clutch. Net weight is 189 Ib. A leaf 
mulcher is included as standard 
equipment. Acco Power Products 
Div., American Chain & Cable Co., 
Dept. HA, 929 Connecticut Ave., 
Bridgeport 2, Conn. 





NEW AIDS TO HELP YOU SELL 


New catalogs, specification sheets, catalog sheets and other free 


literature to keep you posted. Circle number, p. 65 for your copy 


ITEM 90 JUVENILE FURNITURE CAT- 
ALOG—Describes seven of Hamp- 
den’s table and chair sets. Specifi- 
cations on size, materials, fabric, 
finish and packaging are included 
with color photographs of the sets. 
Also described is a Kiddy Katch- 
All, a depository for children’s 
items. Hampden Specialty Products 
Corp., Dept. HA, Easthampton, 
Mass. 

ITEM 91 STANDARD CLAMP BOOK- 
LET—Contains illustrations on Wit- 
tek’s Sure-Tie, Strap-Tie, Noc-Out 
and other clamps for hose, flexible 
plastic pipe and duct connections. 
Several custom-made clamps are 
also described and illustrated. Wit- 
tek Mfg. Co., Dept. HA, 4305 W. 
24th Place, Chicago 238, Iil. 

ITEM 92 WHEEL LINE CATALOG 
SHEET—Features the Gleason line 
of slow-speed models for replace- 
ment and repair. New models of 
kits, accessories, and karting items 
are included. Also covered in the 
four pages are five Narrow-Hub 
wheels, Hub-Stretcher springs and 
merchandising aids. Gleason Corp., 
Dept. HA, 250 N. 12th St., Mil- 
waukee 3, Wis. 

ITEM 93 LIGHTING FIXTURE CATA- 
LOG—Displays photo-electric light 
controls, dimming controls, shielded 
circlines and pendants. A variety 
of pulldowns and pendants, bent 
glass, kitchen and bathroom light- 
ing, fluorescents, post lanterns and 
landscape lights are included. Prog- 
ress Number 105 is a handy refer- 
ence guide. Progress Mfg. Co., 
Dept. HA, Castor Ave. & Tulip St., 
Philadelphia 34, Pa. 


ITEM 94 MACHINISTS’ VISES LEAF- 
LET—Lists specifications of seven 
stationary and seven swivel base 
vises. Columbian design and con- 
struction features are shown in a 
cut-a-way illustration. Columbian 
Vise & Mfg. Co., Dept. HA, 90238 
Bessemer Ave., Cleveland 4, Ohio. 


ITEM 95 DOooR, WINDOW HARDWARE | 
CATALOG — Describes hundreds of | 
knob and lock sets and kits, closers | 
and chains, hinges, saddles, bolts, | 
fasteners, power and hand tools and | 


accessoric in 12 pages. Fred J. 
Weil, Dept. HA, 105 Lafayette St., 
New York 18, N. Y. 


ITEM 96 ALUMINUM GLAZING BEAD 
CATALOG SHEET — Illustrates Pem- 
ko’s snap-in metal strips. A variety 
of small special beads for sliding 
types of windows are also illus- 
trated and described plus special 
beads for commercial and monu- 
mental windows. Finishes, methods 
of sealing, prices are included. 
Pemko Mfg. Co., Dept. HA, 5755 
Landregan St., Emeryville, Caltf. 


ITEM 97 #£SELF-ADHESIVE PLASTIC 
CATALOG SHEEi—Shows 10 colors 
and patterns of Comark’s Con-Tact 
Top. Specifications and instructions 
are included. Two merchandising 
units are illustrated and dimensions 
given. Comark Plastics Div., Cohn- 
Hall-Marx Co., Dept. HA, 40 W. 
40th St., New York 18, N. Y. 


ITEM 98 LIGHTING IDEA GUIDE AND 
CATALOG —Is called Visions of 
Beauty—Fashions in Light. Scores 
of Moe Light interior and exterior 
lighting fixtures, from lawn lan- 
terns to pendants are illustrated. 


A room-by-room guide to functional | 
and decorative lighting is featured. | 


Moe Light Div., Thomas Industries 
Inc., Dept. HA, 207 E. Broadway, 
Louisville, Ky. 


ITEM 99 SIX CATALOG SHEETS ON 


THREADERS—Features the Ridgid | 


line. Geared threaders, tubing cut- 
ters, an offset hex wrench, a quick- 
opening bolt threader, threading 


machine accessories and a spiral | 


reamer are described on separate 
sheets with prices and features. 
Ridye Tool Co., Dept. HA, Elyria, 
Ohio. 








If) a y 
O00 woseunses 
& GIFTWARES 


ny Citalee 


TRAY TABLE 
Decor itive and 
useful, your 
customers wil! 
love this new 
brass plated 
tabie with 
Lamidol wood 
grain inset. 
Complete with 
plasti 


pot holder 
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B57-2R ‘“‘Carry-Pak’’ Beverage Serving set 
Drass plated caddy, complete with 8 pi: 
tumbiers. Pre-packaged at the factory 
further wrap neces 


B345/34 
TUB PLANTER 
For ta ’ 


See these and many 
other new house- 
wares and giftwares 


t 
" BOOTH 
1455-57 


NHMA 
Housewares 
Show 
Convention Hall 
Atiantic City, 
July 11-15 


” 
tittle: WIRE PRODUCTS 
CO., INC 


Dept. HA, Teaftville, Conn. 
Want more facts? Circle 140, p. 65 
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SALES BUILDERS 


from NATIONAL eee 


NATIONAL VINYL-INSERT 
THRESHOLDS 


Provide air-tight fit and combine good 
looks, easy installation, efficiency, low 
price. Heavy-duty vinyl strip is easily in- 
serted after threshold has been fastened 
down. No exposed screws, no hook strips. 
Comes in 3 widths (1%”, 34%”, 4”)— 
any length. 


TWO-IN-ONE DOORSTOP 
WEATHERSTRIP COMBINATION 


Heavy gauge rolled aluminum moulding 
has vinyl insert which weatherstrips doors 
or windows and assures noiseless closing. 
Aluminum is surface treated to prevent 
oxidation and to provide bond for paint. 
Available in 7’ lengths with screws—in- 
stallation holes punched. 


““CASE-TITE”’ SNAP-ON 
WEATHERSTRiP 


Designed for metal casements and made 
of special spring alloy aluminum. It's in- 
expensive and simple to apply—no nails, 
screws or special tools required. Snaps 
on sash frame and is held firmly by its 
own tension. In bulk (6’ lengths), or in cut 
sets for 2, 3, 4 light vents. 


ORDER FROM YOUR JOBBER TODAY 
OR WRITE FOR CATALOG 


NATIONAL METAL 
PRODUCTS COMPANY 


National Metal Products Co. 
2 Gateway Center, Pittsburgh 22, Pa. 














A creed for 
Wholesalers’ salesmen 


Editors’ note: This humorous review of a salesman’s duties is based 
on a version originated by an Eastern wholesaler. This distributor 
holds a ceremony at each annual sales meeting for introducing new 
salesmen. During the ceremony, the new salesmen are required to 
repeat a “Salesman’s Creed,” along the general lines of the one pub- 
lished below. This has proved to be an effective way of introducing 
new salesmen, with a touch of humor and seriousness. 


. . . As a wholesalers’ salesman, I solemnly affirm that the 
wholesale-to-retail method of distribution is the most effec- 
tive means of distributing goods. Further, if I ever get 
to the point where I think it isn’t, I’ll keep it to myself. 


.. . Be it further affirmed, that the pleasure of being a 
wholesalers’ salesman, outweighs all possible interest on 
my part to shipments, billings, back orders, or other home 
office errors. 


... 1 further agree that | will write my orders clearly, 
will never use wrong catalog numbers, or do anything that 
would upset the IBM machine. 


. I agree to answer all letters from buyers promptlv 
even though they never answer my letters. I will keep 
every account up to date on collections and claims, without 
reservations or excuses, even though the credit department 
never approves any of my orders. 


... I hereby promise never to mislead our credit man 
into thinking my dealers are tops, when I know they aren’t 
paying anyone else, either. 


. . . | promise to keep my catalog up to date, as well as the 
other 22 mailings I get each week. I also promise to read 
every letter and bulletin and announcement the house sends 
me, even if I have to stay up all night. I further agree 
that I will hit the road early and stay late. I gladly agree 
to all this, because I darn well have to. 


Want mone facts? Circle 141, p. 65 
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pT BOUGHT ABRAND NEW KITCHEN FROM MY PAINT DEALER! 
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THE RIGHT SIZE BRUSH WILL 
SPEED YOUR WORK. YOU NEED 
A LARGE ONE FOR WALLS, A 
SMALLER ONE FOR CABINETS 
AND A NARROW BRUSH 








MR.JONES, OUR PAINT DEALER, 
WAS A REAL HELP. HE CHOSE THE 
RIGHT PAINT, SUGGESTED MODERN 
HARDWARE FOR ALL THE CABINETS 
AND ORAWERS AND PROVIDED ALL 

THE ACCESSORIES WE NEEDED. I 

SELECTED A COLOR SCHEME I'D 
ALWAYS WANTED. 




















PAINTING WITH A BRUSH AND BEST OF ALL OUR NEW 
ACTUALLY BONDS PAINT TO ; 1° KITCHEN IS A DREAM. IT’S BRIGHT, 
A SURFACE...GIVES YOU A : “| MODERN AND CHEERFUL. BOB AND 
LONGER-LASTING FINISH. I HAVE EARNED LOTS OF PRAISE 
| FROM OUR FRIENDS, THANKS 

Nl Pree — TO MR.JONES. 


A, ™“s 


| 
~~ , 


\\ | 








\ 


BOB AND I ENJOYED WORKING TOGETHER. 
AND OUR PAINT DEALER'S CHECKLIST TOLD 
US EXACTLY WHAT TO DO TO GET 


PERFECT RESULTS. at, 


In the interest of better brushes for better painting, this advertisement is sponsored by 


The American Brush Manufacturers Association Paint Brush Division 


MR. DEALER: CUT OUT AND POST THIS AD WHERE CUSTOMERS CAN SEE IT. 
Want more facts? Circle 142, p. 65 
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SEND FOR CATALOG, 
DISPLAY INFORMATION ¢& 
AND JOBBER’S NAME 3 


NAME 





TITLE 





COMPANY 





STREET 





CITY/STATE 
TNE EOE MET RET RBI A 





IMPULSE. | 


VISE 


Free vise display hangs on peg 
board tool wall or stands on 
counter. Sells Simplex vises on 
sight for high profit. 


Simplex vises really move when 
they're shown on this eye-catch- 
ing merchandiser. Unit given 
free with order of 5 Simplex 
utility vises (V-5 Deal). Sell the 
high profit, fast turnover line. 


The Desmond-Stephan Mtg. Co. 
Urbana, Ohio 
Ge A RS HER bo 
Want more facts? Circle 143, p. 65 
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| the right hand. 





' salesman’s selling day 
| simply waiting to talk to prospects. 




















Are outside sales slipping? Here 


Dealers and wholesalers who de- 
pend on outside sales for business 


_ ean boost sales and reduce wasted 


BIG I 


time overnight. 
Some examples? 


Item: a salesman for a midwest- 
ern welding supplies distributor 
upgrades two out of every five or- 
ders—and seldom leaves his office. 

Item: the sales staff of an auto 
accessories firm has increased its 
actual selling time by some 20 per- 
cent, comes to work no earlier, 
leaves no later than usual. 


The secret? The forefinger of 


Properly used, your finger can 


| tap a prospect on the shoulder even 
| though a hundred miles separates 


him from you. 
It can do this, and more, on one 


| condition: that you apply it wisely 


and often to the dial of your tele- 
phone. For the salesman, the tele- 
phone can mean tripled prospect 
coverage, lower costs per sales call, 
bigger sales, lots more. 

Here’s how: 


(1) Eliminate ice-cold calls. Ac- 


| cording to a survey conducted by 
| Nation’s Business, 17 percent of a 


is spent 


That’s about 200 costly hours a 


| year down the drain, forever. 


Frequently, that precious time is 
lost because the salesman is on a 
cold call, has to twiddle his thumbs 
until all the men with appoint- 
ments have had their interviews. 


A simple phone call—in which 
you identify yourself, your firm, 
the nature of your proposition and 
request an appointment — allows 
you to arrive just minutes before 
you’re ushered in. 

Other advantages: the prospect 
is prepared to see you. He tends 
to remain uncommitted to the com- 
petition until he’s heard your story. 


| You can screen unprofitable visits 


are 14 short cuts to more sales 


in advance and avoid unnecessary 
travel expenses. 


(2) Solicit orders. If your prod- 
uct is inexpensive, uncomplicated 
or well-known, try selling it di- 
rectly by telephone. 


The law of averages dictates that 
the more people you contact, the 
more sales you will make. You can 
talk to five, six, even seven times 
as many people as you can visit in 
a day. Besides, you cash in on 
impulse buying, reach out-of-the- 
way markets, cover your present 
market mor. intensively. 


Suggests the American Tele- 
phone & Telegraph Co.: “Be sure 
you have a ‘conversational hinge’ 
on which to turn your sales talk: 
a current advertisement run by 
your firm that the prospect has 
probably seen, a news item of in- 
terest, a problem faced by your 
prospect.” 


(3) Answer questions. It’s a 
rare prospect who has no reserva- 
tions about your product or ser- 
vice. Lay a solid foundation for a 
sale by first sending him a detailed 
letter in which you explain what 
you have to offer, and inform him 
that. you will telephone in a day or 
two to answer any questions. 


(4) Squeeze extra selling time 
out of your day. Many buyers 
won’t see a salesman 10 or 15 min- 
utes before lunch, but will gladly 
talk to him on the phone. Same 
goes for the half-hour before 9 
a.m., the closing minutes of a 
business day. 


(5) Give him the low-down. A 
salesman for a power mower man- 
ufacturer advises: “There’s real 
money in making a beeline to your 
telephone whenever you’ve picked 
up some tid-bit of information 
from your company, at a sales 





IT PAYS TO STANDARDIZE ON STANSCREW 
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With Stanscrew-Quality Bolts 


The wise dealer builds customer acceptance in every 
possible way . . . conveys the impression . ch pyre 
sive, modern service organization in every detail of his 
epusntians. ' B ATTENTION WHOLESALERS 
Stanscrew’s complete line of hex machine bolts, car- Deninten tnd li 
riage bolts, and lag screws enable you to demonstrate COPS Gey: PUN queen. 
outstanding quality even in those “bread and buttez”’ Stanscrew fasteners are offered at 
fastener sales. Attractively packaged in newly designed fully competitive, moderate prices. . . 
—_ their clean ——— precise ay _ over- and on a fast delivery basis which 
appearance are i iate evidence that these are will 
premium quality products... manufactured to the same os eee as res wee 4 eoecesgahe: 
standards of preision and uniformity as Stanscrew’s 3 a ee ee 
broad line of 5,500 industrial fasteners. profit making line to your dealers, 
Stanscrew quality and consumer appeal are evident write today for details. 
in its complete fastener line . . . and is especially pro- 
nounced in two counter displays on sov:.ct set screws 
and hex key kits. Ask your wholesaler for details. 














STANSCREW FASTENERS 


CHICAGO | THE CHICAGO SCREW COMPANY, BELLWOOD, ILLINOIS 
HMMS | HARTFORD MACHINE SCREW COMPANY, HARTFORD , CONNECTICUT 
WESTERN | THE WESTERN AUTOMATIC MACHINE SCREW COMPANY, ELYRIA, OHIO 


STANDARD SCREW COMPANY 2701 Washington Boulevard, Bellwood, illinois 
Want more facts? Circle 144, p. 65 
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The Bake King line is your 
fastest seHing line in bakeware 


CARRY-ALL PANS 
Bakes and carries summer goodies! 
Has sliding cover with colorful label 
showing uses—picnics, ice box des- 
serts, lunches, cakes, etc. 13x9%4x2. 


SMALL FLUTED MOLD 
Individual aluminum salad and des- 
sert molds are perfect for parties, 
picnics or regular family fare. You'll 
sell scads of these a useful 
molds! Size: 4%x2%ex 158 


DRIP-GARD PAN 

Heavy hammered tinplate pon 
catches messy drippings during 
baking, keeps oven clean. Colorful 
label has coffee cake recipe and 
suggests many other pan uses. 


Complete line, with many exclusive items 
for higher profit return on shelf space 


Chicago Metallic offers a complete line of Bake King ware— 
hammered, smooth and satin-finished tinware, seamless aluminum 
ware, packaged aluminum foil containers and chrome ware. Col- 
orful, eye-catching labels and many merchandising aids such as 
signs, ad mats, banners, shipper display cartons, etc. help you sell. 


Write for full information and prices on Chicago Metallic Bake King Ware 


7% CHICAGO METALLIC 


CHICAGO METALLIC MFG. CO. 
3711 South Ashiand Avenue ¢ Chicago 9. Illinois 
Want more facts? Circle 145, p. 65 
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Outside sales slipping ? 


14 ways to more sales 
(Continued ) 


meeting, for example. You have 
a good excuse for calling up all 
your customers. It’s amazing how 
often a switch in company policy, 
put in terms of increased benefits, 
can whet a buyer’s appetite.” 


(6) Settle delinquent accounts. 
It’s a fact: collection letters often 
accomplish little. When they do, 
they’re apt to create ill-will. Prin: 
is cold; the human voice, warm. 

A personal phone call tactfully 
implies the proper degree of force- 
fulness and urgency. 


(7) Turn inquiries into sales. 
Your firm has run an ad. Ten of 
the subsequent inquiries fall within 
your territory. You could wait un- 
til other business calls ,;ou to the 
vicinities in question. 

How about striking while their 
interest is at the sizzle stage, by 
calling them up now? Use any 
other method and you risk giving 
them a cooling off period during 
which their interest and enthusi- 
asm may wane. 


(8) Invite collect calls. Search- 
ing for ways to improve his busi- 
ness, a midwestern dealer got the 
idea of urging customers and 
would-be customers to call in or- 
ders collect. 


After a modestly-budgeted ad- 
vertising campaign announcing the 
new policy, the company now aver- 
ages more than half its total 
monthly outside sales business in 
orders phoned in. 


Your local telephone company 
will be glad to provide you with 
“Call Collect” stickers to place on 
your letterheads, invoices, calling 
ecards, brochures, price lists, and 
packages. 


(9) Get critical OK’s from your 
company. A _ sales representative 
for a brush wholesaler was on the 
verge of the biggest deal of his 
career. Question: could his com- 
pany guarantee delivery within the 
week? A quick telephone call to 
the home office, collect from the 





prospect’s desk, got an affirmative * 

reply and the order was signed. EXCLUSIVE PACKAGE 
Unexpected bottlenecks frequently 

can be unplugged on the spot by 

telephone. And your customer is MAKES MORE SALES 

bound to be favorably impressed 


by your “get-chings-done” ap- 
proach. 





\ 


(10) Soothe ruffled feathers. 
That order you wrote up three 
weeks ago hasn't arrived yet. A 
favorite customer is the mistaken 
recipient of a dunning letter from 
your credit department. Shipping 
has sent the wrong size parts to u 
prime account. What t do? 

Advises the genera: sales man- 
ager of a prominent wholesaler: 
“A man with a gripe needs some- 
one to listen to him, not a pen pal. 
Get on the phone as soon as you 
can and get him to tell you the en- 
tire story. Encourige him to speli 
out the details. Ask questions until 
he really talks himself out. 

3e sympathetic. When he’s fin- 
ished make the necessary apologies, 
and ask him to tell you how he'd 
like you to rectify the error. 

In a surprising number of cases. 
you'll find that just by listening, 
you have turned bull-like anger 
into something resembling reason- 
ableness. 


Fo 


(11) Replenish your prospect om 4 5 
list. Sooner or later, it happens to | | STAY ¢ I E Ay \ | WW \ E 
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. U.S. Patent No. 2,720,309 : 
HARDWARE HUMOR One look tells customers this is 
the twine to buy! 

Shuford’s exclusive STAY CLEAN 
package keeps twine wrapped until 
the last inch is used—saves time 

— and twine. Priced for profit .. . 
Graranced bye turns fast! 

Good Housekeeping Stock and display Shuford’s 
N28 sovenase WEE Polished and Unpolished Twine and 
; ; Cable Cord in the STAY CLEAN pack- 
Nationally Advertised! age. High quality, strong, extra 
value . . . ideal for home, office, 

farm, store, and industrial use. 
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CLOTHES LINES e« TWINES 
PRESSURE - SENSITIVE PAPER TAPES 
SASH CORDS e« WEATHER STRIPPING 
"| think our missile program's fine; COTTON & RAYON YARNS ¢« EXTRUDED PLASTICS 
what do you: think of Sam's Hard- 
wore?’ World's Largest Manufacturer of Cotton Cordage 


Want more facts? Circle 146, p. 65 
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Magic Home Repair Products 
boost impulse sales 


The Magic line hits the heart of the big and profitable 
market for home repair products. Pre-priced and bubble packaged, 
each carded item instantly sells on sight. Attractive displays. Nation- 
ally advertised. A-1307A 


Write today for complete profit story. 











Magic Plastic Patch 


Magic Magic tron Cement Co., Inc. 


5403 Bower Ave. « Cleveland 27, Ohio 
In Canada —Bernard Marks & Co. Ltd., Toronto 
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displays 

boost 

Sales... 

speed 

turnover "res 


wood 
pocket 18 new displays feature 152 
| Vichek tools li as essential in 

torpedo | the NRHA Turnover Handbook. 
| Grou together these form 

| | Sian hentipans anak dinaieee Oe. 

: plete hardware isplay. , 
aluminum | they may be used singly, or in 
combinations, to meet individual 
store needs. Ask your wholesaler 


4 magnesium | | | today for Vichek profit facts! 
Y line and surface | Hammers, Chiseh, Bunches, Sree 


Drivers, Pliers, Adjustable 
Wrenches, Socket ramekes 


THE COWMBIAN VISE & MFG. CO. Vichek. Tool Co 


Cleveland 4, Ohio Cleveland 4, Ohio 
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Outside sales slipping? 


14 ways to more sales 
(Continued ) 


_ every salesman: a lead shortage. 
| What faster way to add “live ones” 
_to your list than to buzz satisfied 


customers and ask for names? 


(12) Sell products while they’re 
en route. A cancellation arrives in 
the mail after the order’s been 


_shipped. Under those’ circum- 
| stances, many companies have 
| trained their salesmen to get on 
'the phone and canvass other po- 
| tential customers in the vicinity of 
| the shipment’s original destination. 


Frequently, a customer is found. 
Saved: the expense of having the 
shipment returned, attendant paper 


| work, a sale, good will all around. 


(13) Upgrade sales. “Just re- 


| ceived your order. Thought I’d call 
| to remind you that if you increase 


it by two dozen, you'll be entitled 
to a four percent discount.” 

“IT just got the word, prices will 
rise a dollar a ton next week. Add 
25 more to this shipment?” 

“On checking your order with 
last year’s, I notice it’s 10 percent 
smaller. Is there a special reason 
or could it be an error?” 

By pointing out an unknown or 
overlooked factor to a customer 
over the phone, you can sometimes 
get him to boost the size of his 
order, and earn his gratitude to 
boot. 


(14) Increase repeat orders. 
Western Union calls up senders of 
birthday and anniversary tele- 
grams 364 days after the original 
message was sent to remind them 
that that special occasion is rolling 
around again, offers to take an- 
other greeting over the phone. 

Florists, jewelers, department 
stores make memory-jogger calls to 
harried husbands who might other- 
wise forget their wives’ birthdays, 
their own anniversaries. 

It’s a good idea. Have a customer 
who ordered in August of last 
year, but hasn’t gotten in touch 
with you this August? Call him up 
and tell him so. It could be an over- 
sight, one he’ll be grateful to have 
pointed out to him. @ End 
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from Hardware Age readers 


Who sells toys? 
Dear Editor: 


I am 17 years old and have 
worked in my father’s hardware 
store for the past seven years. 

I always read “HARDWARE AGE” 
and like it very much. 

In your May 5 issue I was read- 
ing an article in the “Hardware 
Business Outlook” section. The ar- 
ticle was called “Toys: almost a 
$2 billion market.” 

For whom is it a $2 billion mar- 
ket? You don’t have to answer this 
question because I know the an- 
swer already. The manufacturer is 
the one. He is the one and only 
one making the money. This is 
true not only in the toy field, but 
also in the hardware field. 

You also mentioned that there 
were 1000 to 1500 children of 
prime toy age for every hardware 
store in the country. By this state- 
ment do you mean to say that the 
hardware store should carry toys 
for the purpose of selling them? 

Don’t you think the hardware 
dealer should sell hardware and the 
toy store sell toys, or do you feel 
that the food store that carries 
toys and hardware is right. Do you 
want every other business to do the 
same as the food store is doing? 
It’s bad enough that the food store 
is taking the bread and butter 
away from the toy and hardware 
store. 

Yours truly, 

Jack Fried 
Benn’s Hardware Co. 
Bayside, New York. 


Editor’s note: Your letter asks sev- 
eral questions. The answer to the 
first question is that the $2 billion 
represents the retail market. And 
there are many dealers making 
money selling toys, believe me. I 
know many personally. Like every 
field. it has its complications. But 
toys do represent a profitable line 
to many hardware dealers, espe- 
cially at Christmas. 

Getting to your second question, 
I guess we all wish everything was 

















PAY THROUGH THE NOSE 
for High-cost, Locally-built 
Display Fixtures? 


Store modernization is lower in cost 
with Display Fixtures Styled by HELLER! 


Quantity purchase of materials and high-volume production by 
HELLER assure you substantial savings over units built by local car- 
penters or cabinet shops as well as other factory-fabricated fixtures. 
And HELLER meets your space needs right down to the last quarter- 
inch! Flexible-View Fixtures are completely finished and supplied with 
necessary hardware. 


Smart, Flexible-View HELLER units outpull, outsell ordinary, locally- 
built displays by as much as 36% on a storewide average . . . as high 
as 42% in many departments. 

Take advantage of HELLER’S merchandising and installation service. 


Our factory-trained store engineers can assist you in planning your 
fixtures to deliver highest store profits from every bit of your display 
space. Why not check with us today? 


ee ee USE THIS COUPON TODAY 
Naa ne —_— ees 
W. C. HELLER & COMPANY @ MONTPELIER, OHIO 
Gentlemen: 


1 am interested in low-cost modernization with Flexible-View Display Fixtures by HELLER. 
Please send complete detoils. 


NAME 





STORE NAME 





ADDRESS 





CITY ZONE STATE 


& COMPANY 





MONTPELIER, OHIO WCH3 
Want more facts? Circle 150, p. 65 
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JEFFERSON 


Stocks Everything in 


MARINE FASTENINGS 
for Shipment Today! 


MONEL ¢ NAVAL BRONZE 
SILICON BRONZE 
BRASS ¢ ALUMINUM 
STAINLESS STEEL 


...and America’s Most Complete 
Stock of Galvanized Bolts! 


@ Industry’s easiest-to-use cataleg 
places all your Fastening needs at 
your fingertips! Large, clear listings, 
helpful illustrations. Use your 
Jefferson catalog today and every 
day. Additional copies available 
free on request. 


® Jefferson's Service Desk speeds 
your mail, phone or telegraph order 
to our stockroom within minutes 
after it arrives . . . for same-day 
shipment of most orders. You can't 
beat Jefferson service — anywhere! 


JEFFERSON 


SCREW CORPORATION 
691 BROADWAY * NEW YORK 12, N.Y. 
SPring 7-8400 
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(Continued ) 


nice and orderly, with food stores 
selling only food; drug stores only 
drugs, etc. But this is not the way 
the world is fashioned. I think you 
also overlook that in many parts 
of the country there are no “toy 
stores” as such. The local hardware 
store is the chief toy source. 

The hardware store of today is 
developing into a home center; 
toys are as much a part of this 
as hand tools and housewares. Bet- 
ter traffic 1s a prime need today, 
and toys help build traffic. 

To sum up, we are still firmly 
convinced that toys can be a very 
profitable line for hardware deal- 
ers. There are thousands of dealers 
across the country who ave prov- 
ing this every day. 


Sears & profits 
Dear Editor: 
A past president of Sears once 


| commented that in most retail busi- 


nesses, if a profit was made it was 


| 90 pet merchandising and 10 pct 
| operating. In Sears, he said, it was 
| 50 pet operating and 50 pct mer- 
| chandising. 


Perhaps this is of interest in 


| connection with the editorial “Not 


Volume Alone” in the April 7 issue. 


T. S. Bowie 


| T. S. Bowie & Sons 
| Winfield, Il. 
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“| don't get paid until Friday 
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MAKER 


This colorful, easeled Display-card 
is your salesman and stockboy. It 
does the work—creates the impulse 
purchase. You just ring up the sale. 


_ p lock: phone @ 


lowers phone bills 


preventing eaauthoried calls 
FITS MAL ‘PRONES 
POSITIVE SECURITY 
Thte act PRoer’ 
tor OFFICE PLART, ROME 
AVANLABLE BETES 
aint’ 
VA 





{ 
. 


f Py Ai ¢ a } 
4d aii 
aid caeciasial one of these profit 
makers. These $1.00 “‘security disc 
tumbler’ telephone locks sell on 
sight. It’s a high turnover, high 
profit item. Fits all types of tele- 
phone dials. 


oureoIne 





Contact your favorite jobber or 


carter industries 


70 McLean Avenue, Yonkers, N.Y. 
Want more facts? Circle 152, p. 65 





every home and 
factory is a prospect for... 


TRI-CON 
a hok-) an, bop 44 3 


_new bubble - ales? 


‘SOLD BY LEADING WHOLESALERS 
Write now for catalog sheet and price list! 


MOLDED SPECIALTIES, INC. 


19801 St. Clair © Cleveland 19, Ohio 
Want more facts? Circle 153, p. 65 








Sno-Chaser #1700 (1217) 

Broad plastic scraper blade with rubber 
squeegee, sno-scale, plastic bristling. 
Shipped 24 to carton; wt. 5 Ibs. per doz. 


o-C haser —_ 4 


Sno-Chaser #1400. t VOLUME because 
Volume builder, with 


wooden handle, plastic 


ice-scraper, plastic bris- : 
tling. Packed 2 doz., 
4 Ibs. per doz. . ere a 


Millions of drivers can’t be wrong! Stock and 
Sell NATIONAL’S complete line of Sno- 
Chaser Brushes — most popular winter auto 











brushes on the market! New design for greater 
value: broad squeegee with sturdy scraper 
Sno-Chaser #1600 (1233). : blade; versatile, useful SNO-SCALE (measures 


Two piece plastic Sno-Chaser. . : - 

alll cache Satimadvecaemanie: aaah ~ snow depth, road mileage on maps, etc.); 
separate to provide off season, . . . 

«pam : stoma 2b: an sturdy rugged plastic bristles, in a cherry red 

Plastic bristles, plastic : f ' | S i? ‘ : 

scraper with ont age or more eye appeal. oe em to your customers 

squeegee, Sno-Scale on : 5 

handle. Plastic head — have ’em ready when the first snow flurries 


cover, included. 


fall in your town, and watch your profits 
snowball! NATIONAL — the great name in 
brushes! Contact your NATIONAL jobber or 


write direct. 
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Meet us at the 
Atlantic City 
Housewares Show 
Booths # 1351-1353! 





MORE SATISFIED 
HOME BUYERS 


Prevents wood checking, 
cracking—inside and out 


Ends warping, swelling and 
shrinking of doors, windows 


Eliminates tile “pop outs” — 
protects grout from 
cracking 


Prevents efflorescence of 
plaster, stucco, brick 


Moisture proofs concrete 
floors prior to laying 
asphalt or vinyl tile 


Deep penetrating, colorless Thomp- 
son’s Water Seal locks out moisture 
from any porous material for 5 years 
and longer. Easy to apply by brush, 


spray, roller. 


Recommended by 


Leading Contractors 
Sold by paint, hardware 
and building supply stores. 


Thompson d 


MANUFACTURERS OF FINE PROTECTIVE 
CHEMICALS SINCE 1929 


E. A. Thompson Co., In¢.,.Merchandise Mart 
San Francisco 3, California 


San Francisco *« Los Angeles * San Diego * 
Portland * Chicago * Seattle * Denver * Dallas 
Houston * St. Louis * St. Paul * Detroit *¢ 
Philadelphia *« New York City * Memphis *¢ 
Cleveland * Factory: King City, California 


Want more facts? Circle 155, p. 65 
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Atmosphere 


sells hardware 
(Continued from page 53) 


into the store for a further look at | 


the unusual. 


“Then, there’s our reputation as | 
hardware merchants,” says owner | 


Porter. “While many hardware 
stores, and drug and chain stores, 


sell everything from luggage to — 
boudoir lamps, we stick to old fash- | 
ioned hardware. This is consistent | 


with our slogan, our displays, and 
our reputation.” 

Since much nearby land is given 
over to cattle breeding and vegeta- 
ble farming, Henderson Hardware 
slants its merchandising especially 
to serve these rural customers. 

Items such as water pumps and 
fencing get a big play. Water 
pumps are rented for emergencies. 

Henderson’s reputation pays off 
in more ways than one. When a 
chain of restaurants called “Old 
South Barbecues” opened in Flor- 
ida, it called on this dealer to 
furnish old guns, saddles, etc., to 
create a Wild West atmosphere. 


As the character of the land 
around Henderson Hardware 
changes, this dealer expects its rep- 
utation to grow still more. Large 
nearby acreage of piney woods is 
now being sub-divided into smaller 
plots. New homes and businesses 
are springing up. 

This should mean, the owner 
reasons, still more traffic and inter- 
est in the hardware yore. 

“But we're still going to consider 


the cattle raiser and farmer our | 
prime customer for some time to 


come,” Mr. Porter says. @End 





HARDWARE HUMOR 


AMA RE 


"Are these shears really sharp?" 





| 


“lL, HOT 
=o _@NeE! | 


the Greatest Name 
in WEATHERSTRIP 


Prost Sine 


THERMWELL 
PRODUCTS CO., INC. 
120 W. 31st St., New York 1, N.Y 


Visit our booth 72002 at the Housewares Shew 
Want more facts? Circle 156, p. 65 














Safety Plug Lock 


NEW ELECTRICAL 
SAFETY DEVICE 
PREVENTS COSTLY 
DAMAGE! 


Protects children 
from possible 
harm. Eliminates 
accidental discon- 
necting of refrig- 


erator, freezer 


electrical apparatus that plugs in. Locks 
plug into outlet, keeps it secure. Prevents 
shorts due to partial contact. Installs 
easily in a moment, adjusts for any size 
plug. Best insurance you can get. For 
homes, offices, stores, factories. Buy one 
for each outlet. Dealer inquiries invited. 


Write for name of 
nearest local distributor. 


SAFETY PLUG-LOCK CORP. 
1270 Broadway 
New York |, N.Y. 
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and modernization means a 4 
AND) 


| 


245 NO. VINELAND AVENUE. CITY OF INDUSTRY. CALIFORNIA STORE FIXTURES. I 
502 SO. GREEN STREET. CAMBRIDGE CITY. INDIANA 





Convention 
Calendar 


—— Convention Check List —— 


For complete details about the conven- 
tions and shows listed below, see the 
alphabetical listing starting on page 
98, June 2 issue. The next complete 
listinc will be in the July 14 issue. 


July 
10-14 National Retai! Hardware Assn. 


JAZZ Ue Congress, Philadelphia. 


11-13 Janney Semple Hil! & Co., S&O 


SUMMER y — how | Hardware Stores, Toy & Gift 


Show, Hopkins, Minn. 


BUSINESS! (2-995 275 ~ || “Se 


me. Son ota | 11-15 Supplee-Biddle-Steltz Co., Toy & 
VINYL kw fp em fj Profits from a bucket-full of | Gite ce Philodelohic. ; 


, 4 i is ! 
POWERGRIP > “the o FE Vinyl PowerGrip Fuller Screw- 2 : ns 

LVL VE 4 Ae drivers! Blister-proof handles! | 17-09 a yore — Hon eg ; 
No. P339 Assortment ear, Values to 95¢, retail 39¢—2 | pid Pier vids amy oe mene yeige 

| — . Stockholders’ Meeting, Minne- 

Fuller products are made in U.S.A., NY ay for 75¢. Heavy duty, mechanic, | ail 
England and other countries, of the Ce = cabinet, #1 & #2 recessed MPS : 
highest quality materials, by skilled | by i Phill; gear” ae 17-27 The Geo. Worthington Co., T 
craftsmen . designed te for service ; om ee type) . . 
. . « and rigidly in See GEE wave in Attractive red and white pail. | & Gift Show, Cleveland. 
serve Fuller Suatity. and and Reliability. A | ky U.S.A. Put ‘em up front. | 25 to American Hardware Supply Co. 


ORDER TODAY! | Aug.5 Gift Show, Pittsburah, Pa. 





y 


' | August 
| | 2-5 Combined Hardware Wholesal- 
) FULLER | ers’ Dealer Show: Dinkins-David- 


son Hardware Co.; King Hard- 
ware Co.; and Sharp-Horsey 
| Hardware Co., Atlanta. 
: | 21-22 Oklahoma Hardware Co., Foal! 
Want more facts? Circle 159, p. 65 | Mecchanities “Maret: Olle 
a ON ee | homa Citv, Oklo. 
-_ = a a in — | 28-31 J. A. Williams Co., Merchar 
THE NAME THAT SELLS ' Vicvor att ae dive Foir,. Pittaburgh 
IN THE PAC THAT ATTRACTS! eee: | September 
. = 4-7 Beck & Gregg Hardware Co.., 


 eegttT Be | Fall Merchandise Show, Atlan- 
y eG , | ta, Ga. 





4 if - ts | 11-12 Bigelow & Dowse Co., Fall 
ie “a, : | Merchandise Show, Needham 
a uf | Heights, Mass. 


7" 19 Franklin Hardwore & Supply 
fxs aie | Co., Annual Convention and 

TR me) { Stockholders’ Meeting, Pitts- 
4 | burgh. 


What a trio for profit... Victor traps in eye- | — %.! : 25-28 National Builders’ Hardware 
catching, self-selling visual display pacs! No. M-P Victor Convention, Chicago. 


i When you handle Victor Traps, you sell more... ‘"Win-Pee 26to American Hardwore Supply 
f make more profit because you’ve got the name, the | | Oct. 13 Co., Fall Group Meetings 
package, the quality, and most important...a big NEW! No. M-17 Pittsburgh. 

, profit margin, to back you up. And with Victor pacs, Victor Easy-Set J 

1 you eliminate “‘one-at-a-time” sales and reduce shrink- Metal Mouse Trap October 


age, too. on new 2-Pac Card i | 10-14 National Hardwore Show, New 
Remember, all you have to do is display Victor W ype | York, N. Y. 
traps in convenient pacs... they sell themselves! Ww d "a. ie oh 23-25 Midwest Hardware & House- 


; toh te sts ’ wares Show, Chicago. 
No. M-O Victor 7 ‘ 30 to Hard Wholesal | 
Pewee A'hY See 2 | o Hardware olesalers nc. 
A 4-Pac 7 3 vee 





Nov. | Annual Convention and Mer- 
chandise Show, Fort Wayne, 
Ind. 


November 


13-15 Mid-America Lawn, Garden & 
Outdoor Living Trade Show 
Chicago. 


For complete details about convention 
ayes wre ag — and shows listed above see the June 2 
ANIMAL TRAP COMPANY OF AMERICA | | ‘'° °% Hordware Age. 
LITITZ, PA. e PASCAGOULA, MISS. e BERKELEY, CALIF. ¢« NIAGARA FALLS, CANADA 
Want more facts? Circle 160, p. 65 
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AMES 
SHOCK BAND 


means less 
handle breakage! 


AMES SHOVELS ARE 
TOUGH WHEN THE 
GOING IS ROUGH 


here’s 
the 
difference... 


Ames shovels feature the exclusive 

shock band construction, eliminating 

rivets at end of socket. There are no 

vertical rivets to break important wood 

fibers in handle. You get all the strength 

nature built into fine Northern Ash. Ames 

shock band means a circle of steel surround- 

ing and supporting the handle, a full 3” above 

ONE horizontal rivet. Laboratory tests prove 

Ames handles are stronger — stronger than 
government or railroad specifications. 


_ NSE set and PROFIT with AMES 
be Pose : SHOVELS 


Cree : METAL HOUSEWARES 
"Oo. AMES CO. PARKERSBURG, WEST VIRGINIA 
Want more facts? Circle 161, p. 65 
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How's the Hardware Business? 





Hardware store sales climb to record high in 
April. Four month total also hits record mark 


This year may well be a record 
sales year for retail hardware 
stores. This likelihood is supported 
by the April and first-four-month 
sales totals. 

April sales in retail hardware 
stores were well above sales for 
any other April on record. Sales 
at $264 million were up $19 million 
or 7.75 percent from April a year 
ago, the previous highest April, 
and $63 million or 31.4 percent 
from March, according to the Com- 
merce Dept. 

April was the fifth consecutive 
month in which sales topped sales 
for the comparable month a year 
before. 

For the first four months of 1969 
sales totaled $818 million, another 
new high. This was $39 million or 
5 percent higher than in the com- 
parable period of 1959, and $32 mil- 
lion or 4.07 percent above the previ- 
ous highest first four-month total 
in 1957. 

The U. S. Commerce Dept. cor- 
rected the March estimate to show 





Consumer Mailers 


sales at $201 million, instead of the 
$203 million previously reported. 

Here are the U. S. Commerce 
Dept. unadjusted estimates of re- 
tail hardware store sales for the 
last three years: 


(Millions of Dollars) 
1960 1959 


1958 

January 76 234: «622 

February .... 178 167 #154 

201* 193 178 

264 245 224 

FOUR MONTH 
TOTAL .. 


$818 $779 $728 
263 257 
262 238 
240 227 
229 223 
September ... 227 4 =66225 
October 243 242 
November ... 219 225 
December... 289 288 


$2,751 $2,653 


*U. S. Commerce Dept. corrected March's esti- 
mate from $203 million to $201 million. 





New Wholesalers’ Aids for Dealers’ Use 


Allied Services issues 
fall values broadside 


Allied Hardware Services, Inc., 
Chicago, is making available a 
four-page color broadside for fall 
promotion. 

The theme of the promotion is 
“People’s Choice of Fall Values.” 
The broadside is newspaper size 
and features more than 50 mer- 
chandise items. Four coupon spe- 
cials are used. 

Supplementing the broadside is 
a 210-piece store and window trim 
kit. It contains window banners, 
over-the-wire pennants, price cards 
and newspaper mats. 

Sixteen wholesalers now using 
Allied’s promotional program are: 

Boetticher & Kellogg Co., Inc., 
Evansville, Ind.; Canton Hardware 
Co., Canton, Ohio; Century Hard- 
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ware Corp., Milwaukee; Wm. H. 
Cole & Sons, Baltimore; Conron, 
(Continued on page 92) 


Industrial supplies, 
machinery orders dip 








I I : 

Industrial Supplies & Machinery 
New Order Index—July 1948-100 

g Seasonally Adjusted 

Source: Americon Supply & Mochinery Mfrs.’ Assn. 
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New orders for industrial sup- 
plies and machinery in April were 
the lowest in 15 months, according 
to the American Supply & Ma- 
chinery Manufacturers’ Assn. 

The new order index in April 
dropped to 194 (July 1948—100). 
This was five points or 2.5 percent 
lower than in the previous month. 

The index has ranged between 
202 and 198 since November. The 
high, 221, was set in January 1957 
and matched in March 1959. Since 
then, except for a four point rise 
in July, and a two point rise in 
February, it has declined each 
month. 


Textile Machine Works 
introduces new line 


Textile Machine Works, Reading, 
Pa., has introduced a new line of 
cast-iron, porcelain finished, cook- 
ware in colors to blend with mod- 
ern kitchen decors, called Prizer- 
Ware. 

It is backed by a replacement 
guarantee against chipping, crack- 
ing or staining under norma! use. 
The line is packaged in a white 
corrugated box with identification 
of contents. The package can be 
used as a display or merchandising 
piece for the entire line. 


Dietz reduces price on 
lantern and fuel kit 


R. E. Dietz Co., Syracuse, N. Y., 
has reduced the price of its Tent ’N 
Trail Lantern Kit containing one 
Comet kerosene lantern and a 16- 
ounce can of Dietz fuel and igniter. 

The kit, formerly priced at $3.60, 
will now retail for $3.10. 
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CASH IN ON THE GIANT 
~ REPLACEMENT 
MARKET 











| STRIKER PLATE 
REPLACEMENTS 
DC-35* IMPERIAL DOOR CLOSER 


‘FREE—colorful point-of-sale display 
with first order. 


Font ROA REE: Hie pn 58 


Hickory 9.4300 


SECURITY world’s largest manufacturers of quality storm and screen door hardware > 





New Wholesalers’ hids vill, Tenn.; MeGowin-Lyons Hard- 
ware & Supply, Mobile, Ala.; The 
(Continued from page 90) Schafer Co., Inc., Decatur, Ind.; 

Speer Hardware Co., Fort Smith, 


Inc., Danville, [ll.; Corpus Christi Ark.; and Sterling Hardware Co., 
Hardware Co., Corpus Christi, Chicago. 


Texas; Cutler Hardware Co., Wa- 
terloo, Iowa; Edwards & Walker 
es ae alps Summertime specials in 
Also, Fulton-Mehring & Hauser x ji! 
Co., York, Pa.; Henkle & Joyce Bingham 8-page mailer 
Hardware Co., Lincoln, Neb.; War- Super Summer Specials is the 
ren M. Koons, Inc., Philadelphia; theme of the eight-page, four color 
C. M. McClung & Co., inc., Knox- mailer being offered dealers by W. 





DEALER'S $ NAME : HERE 


"aon gga 


land. 

The mailer is tabloid size. It 
features more than 60 timely items 
including lawn, garden and out- 
door living equipment, sporting 
goods, household supplies and hand 
and power tools. 

A complete window and store 
trim display kit is also available. 
It contains Day-Glo window ban- 


. = @ | 
ee | ners, posters and imprinted price 
| @aids, 
. SA ‘SI COl 4D, _ Farwell's fall catalog 


promotes 147 items 


Farwell, Ozmun, Kirk & Co., 
wholesaler at St. Paul, is making 
available to its dealers its fall con- 
sumer catalog. 

The 16-page catalog is book style 

(Continued on page 95) 





scretch Your Clothes Line Profits! vf | Bingham Co., wholesaler at Cleve- 


Ewe 


You'll make more money with Puritan “Stretch-Less” Fibergias 
Center Sash Cord because you'll sell more of it! You'll have 
greater turnover — more total profit! Puritan “Stretch-Less” 

Sash Cord has 50% less stretch and 20% more strength — by 
actual scientific test — than similar quality cords because of its 
miracle FIBERGLAS CENTER! This is a quality solid braided 
cord that is non-kinking, and does not have the stiffness found in 
other cords containing non-stretch materials! Make your 
housewife-customers happy — make yourself happy with extra 
profits — and make us happy by placing your order today for new 
Puritan “Stretch-Less” Sash Cord with FIBERGLAS CENTER! 





PURITAN CORDAGE MILLS, INC. 


Louisville, Kentucky 





Want more facts? Circle 163, p. 65 
92 e HARDWARE ACE, June 30, 1960 








BIGGEST $1 VALUE 
ANYWHERE! 

















ROTARY 
FILES 
& BURS 


(¥%4” SHANKS) 2 
No. HS-100 (10 Pc. Assort.) a 
List Price, Each 1.OO 


Fast-cutting, ground-from-the-solid, 
quality tools in an eye catching mer- 
chandised assortment. individual, 
colorful, hang-up bubble-pack cards. 
Boxed one each of 10 styles or 10 of 
one style. (10 boxes per master; 
wght. of master 10 Ibs.) 























COASTAL ABRASIVE 


AND TOOL CO., INC. & 


accurate cyline 
40-22 23rd St., Long Island City 1, N. Y. | ; | 
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and car keys 


NEW PRODUCT | automaricatty! 
PASSES 9,000,000. prssioc:. 
IN SALES 


ACCEPTANCE and QUALITY |STOPSitslh ( .. 


mane abt 











R 


Roy 


” 











HOLLOW WALL ANCHORS 


The preferred product by | 
contractors and “do-it-your- 
selfers.” Only three sizes for 
all walls and hollow doors, 
to keep your inventory low. 
Are you in on the profits? 


OTHER PRODUCTS for your KEIL LOCK CO., INC. 


PROFIT:- Charlestown, New Hampshire 
So gy allemand pte Please send complete information on your 
Diamond Red Seal Calking Anchors No. 1 series of Key Duplicating Machines 


Diamond “Multi-Size’’ Wood Screw 
Anchors 


Diamond “SPRING” Toggle Bolts | Name 
DIAMOND "P” Lag Screw Ex- PLEASE PRINT 


: — pansion Shields Address 
WRITE FOR SAMPLE packed in — Percussion Masonry ; 


rills 
mpulse- buying MEW BLISTER PACK 




















Ask your Distributor. | City Zone State 
DIAMOND EXPANSION BOLT CO., Inc. Garwood, N. J. 


Want more facts? Circle 165, p. 65 Want more facts? Circle 166, p. 65 
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SPEED TOOL TURNOVER WITH 


CRESCENT PEGBOARD pisptays 


tae eS ge 


‘2 


w ce Ga 
L 4 


Designed for any standard Pegboard* panel having 
quarter-inch holes, these colorful, eye-catching displays 
are so compact as to make possible a complete Crescent 
Tool department in a 25 square foot area. Rigid con- 
struction with long tool hooks provides generous stock 
capacity in sinall space. 

Each of the 18 units illustrated above comes in its 
own individual carton; fixture and tools complete. Each 
unit is priced at the cost of tools alone...no charge 
whatsoever for the mounting fixture. Only fast turnover 
tools are included, conforming closely to NRHA in- 
ventory recommendations. Your jobber can give you 
complete information. See him soon. 


*Pegboard is a registered trademark of the Masonite Corp. 





AP PROV 


DISPLAY 


a 


© 
Seles, 


a8 
a 
Pine a 


ae car Ta 


Patented Double Prong Fasteners support heavy 
weight without damage to Pegboard.* 
ee 
} . J . Crescent 
rans : Trade Mark 





Retail prices printed on strips. We 
supply new ones for price changes. 


LOL (YM. AOS 
ee 
Sysilid Of ¢ elle nie 


Crescent is our trade-mark, registered in the United States and abroad, for wrenches and other tools. Sold by leading distributors and retailers everywhere ond made only by 


CRESCENT TOOL COMPANY, JAMESTOWN, NEW YOr K 
Want more facts? Circle 167, p. 65 
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’ Ai kins, Minn., wholesaler, have been catalog was a two-page spread on 
New Wholesalers’ Aids distributed by S&Q Hardware Janney Best Paint. Thirty-six ac- 
(Continued from page 92) Stores, tual paint chips were used, adding 


color to the book, and giving it a 
longer life. Eleven coupons offer- 
ing specials were scattered through- 
out the catalog. 

S&Q dealers got an extra promo- 





The 36-page catalog, printed in 
and features 147 merchandise 
' ; ' two-colors, featured some 300 mer- 
items. Each page is printed in four , 
colors chandise items. Thirteen pages 
The selling period for the cata- featured lawn, garden and outdoor 
log begins June 17 and ends July _ !iving equipment, seven pages were tional boost from a 60-in. co-op 
30. Catalog mailings will be made on paint and three pages on sport- advertisement run in more than 
on Sept. 6 and 12. ing goods. Other pages featured 400 local newspapers. The ads 
A 163 piece store trim kit with electrical and plumbing supplies, highlighted some of the specials 
about 30 free ad mats is included tocls, auto accessories and toys. offered, and urged customers to 
with the catalog promotion. An outstanding feature of the watch for the sale catalog. 





Ace distributes 8-page 


Super Values circular CASSEL LNT 
Ace Hardware Stores have dis- | 
tributed some 640,000 copies of the | LY YIP TAY 


Super Values circular prepared by 


Ace Hardware Corp., wholesaler at | Sell Kennedy. ie the com plete 
Chicago. ° 
The circular is printed on eight tool and tackle box line 
pages and is newspaper size. Sev- 
eral coupon specials were used to Tool Users Love 
build traffic. | 
ee ee ed ids tn a out. Aad tee wa On 
rial including banners for window pacts trays weante sor then. ef- 
fort. These men know superior 
craftsmanship when they see it. 
That’s one of the reasons why 
Kennedy Tool Kits are preferred 
among these habitual hardware 
store browsers. And why dealers 
everywhere have proved for themselves that their 
no-cost Kennedy Plan is practical... profitable. 





Fishermen, Too 








Fishermen go buy-buy when they 
visualize their own equipment in a 
new Kennedy Tackle Box. Keep 
these popular kits where they tempt 
: é | anglers to look them over. When 
| “a y a wae €=—sétthey doo, “just looking” is one giant 

1CE HARDWARE | a So ww step closer to “sold.” The Kennedy 
he a | Profit Plan shows you how to stim- 

| ~~ ulate this interest. And how to tie- 

and in-store use and price cards | ‘y in your Kennedy Kits with related items 


; , . for multiple sales and profits. 
were included with the circular pro- | Poa P 
motion. | 














—_ 
— SS — 


A monthly ad mat service for 
local newspaper tie-in was also 
worked-in with the Super Values 
theme. 





Please send me complete details aout the 
Kennedy Profit Plan, 





Business name 


Summer Sale catalog | KENNEDY MANUFACTURING CO. ! Requested by 
issued by S$&Q Stores DEPT. 113, VAN WERT, OHIO Address 

More than one million copies of City 
the Summer Sale catalog prepared 
by Janney Semple Hill & Co., Hop- 














eee eee J 
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Nonfarm housing starts 
22°% below April 1959 


Nonfarm housing starts in April 
totaled 110,400 units, 22 percent 
below the April 1959 level, but 13 
percent higher than in March, re- 
ports the Commerce Dept. 

Private owned dwellings  ac- 
counted for 108,900 units. This 
represents a seasonally adjusted an- 
nual rate of 1,350,000 units, com- 
pared with the rate of 1,125,000 
units for March. 

For the first four months this 


year, the seasonally adjusted an- 
nual rate amounted to 1,147,750, 
down 18 percent from the 1,401,000 
units in the like months of 1959. 


April industrial sales 
down 1.9% from year ago 
April sales of industrial supply 
wholesalers were down 1.9 percent 
from April a year ago, and 5.4 per- 
cent from March. 
For the first four months this 





D com 


TOPS 
in fine 
BUILDERS’ 


HARDWARE 


A full line of quality 


ha 


rdware . . . door, sash, 


cabinet, screen, and 
specialties ...a style, 


. ™ 
a 


SAFE PADLOCK and 
HARDWARE CO. 


Subsidiary of 


oe) RPOff~s TION 


LANCASTER, ‘PENNSYLVANIA 


THE AMERICAN HARDWARE 


material and finish 
for every purpose. 


. «+ you can count 
on SAFE; for 


Flawless 
FINISH 


Prompt 
DELIVERY 
and 
Competitive 


PRICE 
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year, sales are 5.7 percent ahead 
of the like period a year ago, re- 
ports the National Industrial Sup- 
ply Distributors’ Assn. 
Inventories at the end of April 
were up 8.4 percent from the like 
month in 1959. Accounts receivable 
as of April 30 were 5.2 percent 
ahead of the same date a year ago. 


Hamilton Beach cuts 
prices on 2 blankets 

Hamliton Beach Div. of Scovill 
Mfg. Co., Racine, Wis., has an- 
nounced price reductions on two 
promotional model electric blan- 
kets. 

Suggested retail prices on the 
EB-23 double-bed blanket with sin- 
gle control has been reduced from 
$24.95 to $22.95, and the EB-24 
double-bed blanket with dual con- 
trols from $29.95 to $27.95. 


Manufacturers expand 


move to new facilities 

American Chain & Cable Co., 
Inc., New York, N. Y., has moved 
its Chicago district sales offices 
and warehouse facilities to larger 
quarters at 2040 N. Hawthorne 
Ave., Melrose Park, Ill. The new 
building has 48,000 sq ft of ware- 
house area and 7600 sq ft of office 
area. 

Black & Decker Mfg. Co., Tow- 
son, Md., has moved its Salt Lake 
City factory service branch to 1541 
S. Second St. The new branch of- 
fers factory-operated facilities for 
the repair of all Black & Decker 
electric tool products and replace- 
ment parts. 

Brookpark, Inc., Cleveland, Ohio. 
has opened a new three-story office 
building at 11701 Shaker Blvd., 
Cleveland. The new building will 
serve as the company’s headquar- 
ters. 

Dayton Industrial Products Co., 
Div. of Dayco Corp., Melrose Park, 
Ill., has opened a new industrial 
hose warehouse at 8140 Greenfield 
Rd., Detroit. The new warehouse 
will service Detroit, central, east- 
ern and northern territories in 
Michigan. 

Empire Brushes, Inc., Port Ches- 
ter, N. Y., has announced it will 





“It has top display now ... 


but Gee’s has bigger plans for Do-It-Yourself Aluminum!” 


“When fire forced us into temporary quarters, “Since we first stocked DIYA in 1953, we've 
we dropped many items—but not Reynolds Do- _ found it gives us the turnover and related item 
It-Yourself Aluminum,” says William Higgin-_ sales that earn it a top display spot... plus heavy 
son, buyer for the Gee Company of Chicago. promotion in all of our ads and catalogs.”’ 


Floor man Herb Wensloff has “Plans for our new store call for “Even with an acre of selling 
eight feet of wall for 6 and 8 foot 13 ft. of wall soace and a 7 x 4 ft. space, this is a big display. It is 
items plus an island table for island display,” says Gee’s dis- warranted by our profit on 
sheets and packaged goods. play manager, Wally Girten. DIYA,” says Mr. Higginson. 


Reynolds Metals Co. « Richmond 18, Va. 


Please send full information on the Reynolds 
Do-It-Yourself Aluminum sales display. 


Name 
Firm 
Address 


City 
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Manufacturers expand, 
move to new facilities 
(Continued ) 


open a new 72,000 sq ft warehouse 
in June at Port Chester, N. Y. 

Rubberset Co., Newark, N. J., 
is building a new warehouse and 
office building in Monterey Park, 
Calif. The new facility will be 
completed and in operation by 
August 1. 

Sherwin-Williams Co., Cleveland, 
Ohio, will construct a new 40,000 


sq ft warehouse at Morrow, Ga. 
Future plans call for construction 
of a multi-million dollar paint and 
varnish factory to be erected on 
the 25-acre site. 


L. S. Starrett Co., Athol, Mass., 
opened a new Los Angeles branch 
(ffice and warehouse at 5946 W. 
Washington Blvd. The location in- 
cludes a_ parking lot, reception 
room, and office quarters. 

G. F. Wright Steel & Iron Co., 
Worcester, Mass., has opened a new 
sales office and warehouse in Los 





MOVING FAST...MAKING MONEY! 


New SUN RAY Steel Wool Packs 


Newly designed! Excitingly colorful! Sun Ray’s handsome 
steel wool packs encourage self-service and impulse buying. 
And customers quickly discover helpful job information on 
every package—a sure sales clincher! These bright, new 
packs, plus Sun Ray’s 40-year reputation for highest steel 
wool quality, pay off big in sales volume. Many retailers 
report 4-time turnover ... up to 40% profit margin! Sun Ray 
stimulates your sales with consistent magczine advertising 
... supports you locally with helpful point-of-sale and direct 


mail aids! 


Order Sun Ray from your jobber today, or write for free 
literature to: THE WILLIAMS COMPANY, London, Ohio 


Su Kay 


4 wea Avy Aue Ate 


STEEL 


TWIN PACK with 16 Layer-Built pads divides 
into two 8 pad packages. 7 grades, #0000 
to #3. 

3-IN-1 PACK holds 6 Layer-Built pads... two 
each of fine, medium and coarse grades. 


ONE POUND BULK TUBES, 7 grades, also 3 
grades of shavings. 
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Angeles. The new building is lo- 
cated at 2460 Malt Ave. 


Farm pump shipments 
up 13 percent in April 

April factory shipments of do- 
mestic water systems totaled 56,- 
842 units. This was a 13 percent 
gain on the 50,358 units shipped 
during March, reports the Com- 
merce Dept. 

Of domestic systems shipped in 
April, deep-well systems accounted 
for 10,406 units; shallow-well sys- 
tems, 19,809 units; convertible 
jets, 18,929 units; and submersible 
pumps, 7,689 units. 


Manufacturers name new 
distributors for lines 


The following manufacturers 
have named new distributors for 
their lines: 

Arvin Industries, Inc., Colum- 
bus, Ind.—Franklin Electric Co., 
Philadelphia. 

Republic Rubber & Supply Co., 
Detroit—Dayton Industrial Prod- 
ucts Co., Melrose Park, III. 


Business failures dip 


Business failures for the week 
ended June 2 were 274, or 25 less 
than recorded in the previous week 
and 40 less than in the comparable 
week a year ago, according to Dun 
& Bradstreet, Inc. Business fail- 
ures to date this year are 6,617, up 
114 from the 6,503 in the like pe- 
riod a year ago. 


———_— Promotions 


Manufacturers’ New 
Merchandising Plans 


Salesmen bonus program 
offered by Slaymaker 


Slaymaker Lock Co., Lancaster, 
Pa., is offering a bonus program 
for distributor salesmen which in- 
cludes gifts and cash prizes. 

For every three sales of special 
padlock assortments for Slaymak- 
er’s wire racks and displays, a 

(Continued on page 104) 
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THE WINNER !! 


SCHOOL LUNCH KITS 4, a MM, a i if 
with RUGGED, BREAK RESISTANT 


S [ronglas.. FILLERS 


mie FLOOR DISPLAY 


of SCHOOL LUNCH KITS 


» THERMDS. 


#9820 20-UNIT ASSORTMENT 








Most widely-acclaimed merchandiser 

ever seen in the industry! This colorful 

floor stand with brilliant display of six- 

color school lunch kits “by Thermos” 

is a traffic stopper at aisle ends, check 

out stands or window. Shipping case 

easily and quickly sets up into 
display stand... occupies amazingly 

little space (see illustration ) 





Triple your School Kit Sales! 


1960 Lunch Kits 
Illustrated on Reverse Side 


Shipping weight, 43 Ibs. 





NEW TRIPLE-SEAL “SCREW DOWN 
STOPPER. Guaranteed leak-proof. Easy 
for children to use. 


NEW FORMULA STRONGLAS™ FILLER. 


EXCLUSIVE Tough, break resistant 
VACUUM BOTTLE CUP WITH REAL HANDLE. Full size han- 
FE ATU RE Sg dle makes usage easy. Can’t break off. 


EXCLUSIVE 1-PIECE SHOCK ABSORBER. 
Protects tip and cushions against jolts 
and jars. 


*NWDA 1959 Distinguished Merit Award 





13 

MILLION 

COPIES OF 

THIS WEEK Porky’s Lunch Wagon #655 
PRE-SELL a 
MOTHERS 


Appearing in the 
Sunday Magazine 
Supplements of 
leading newspapers 
in 42 major markets, 
powerful back-up 
advertising will 

draw customers to 
your own display 

of 


SCHOOL 
LUNCH 
KITS 








Red Barn #638 : Atomic Submarine #1462 














“THERMOS. 


Airport #1603 








T.V. Set #435 Roy Rogers “Saddlebag” #6697 


THE AMERICAN THERMOS PRODUCTS COMPANY 


NORWICH, CONNECTICUT 
Canadian Thermos Products, Ltd., Toronto e Thermos, Ltd., Londen 











Sa preview 
to profits” 


Join the more than 45,000 forward-looking buyers 
who will plan the coming year’s business . . . 
preview next year's profits at the most complete 
and diversified trade show in America. 


At the National Hardware Show more than 1,000 
leading manufacturers will display thousands 

of products completely new in concept or design. 
They will unveil new packages, new promotions 


and new plans for profit. 


Fill out and mail the coupon now for your free 
badge of admission, 


OCTOBER 
CL | 


at the Coliseum 
in New York City 





the 15th annual 


NATIONAL 
HARDWARE 
SHOW 


including the 


LAWN, GARDEN 
relate MO) 08 [DI @l@) * 
LIVING DIVISION 


Executive Offices: 331 Madison Avenue 
New York 17, N. Y., MUrray Hill 2-4802 


i Me ee 


ee NS SE SS A A a ee ES CE oe! GR a ce ame ue 
NATIONAL HARDWARE SHOW 1 

Suite 1103, 331 Madison Ave., New York 17, N.Y. 

Please check below if you wish us to make hotel reservations for you. 

(Please Print) 


| 

NAME TITLE 
FIRM i 
STREET 
CITY STATE 
TYPE OF BUSINESS 
| 

| 

| 

| 

















Please check below the classification of your business. 
_ | Wholesaler | | Retailer 
_| Importer-Exporter [| Mfgrs: Agent [ | Manufacturer 
__| Please send us your hotel reservation blank. 
Minors under 18 yrs. of age will not be admitted under any circumstances. 


a 


Dept. & Chain Store Buyer 
ma. 


ther 
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MIXING BOWLS in Anchorwhite and Jade-ite COLONIAL KITCHEN HEAT-PROOF MIXING BOWLS 


Anchorwhite  Jade-ite ; Doz. Lbs. 
No. No. Size Ctn. Ctn. 
W856 G856 6” 2 21 
nothing more welcome than these useful, eye-catching Colo- W857 G857 TK," 2 29 
W859 G859 8%," ] 28 


An exciting way to high-volume, high-profit sales! There’s 


nial Kitchen mixing bowls with the old-fashioned look and 
modern convenience women like. They’re heat-proof, they 


give housewives unlimited range—mixing, heating and serv- W800/141 G800/140 3 Pc.Sets 8 Sets 35 


ing. They’re naturals for impulse buying. Available in open ANCHOR HOCKING GLASS CORPORATION 
stock and 3-piece sets of one each: 6”, 734,” and 834” bowls. Lancaster, Ohio, U.S.A. 





-HIGH:PROFIT, SUMMER SALE ITEMS! 


. 


Anchowhiy Quvenwarw with Brass-Finished Candlewarmers 


In the kitchen, dining room or patio, these handsomely- 
styled candlewarmers are the perfect way to keep food 
warm. They add interest and charm to the serving of 
food, save steps for the hostess. Packed in colorful gift 
cartons, complete with candles, they’re amazingly low- 
priced. For extra sales and extra big profits display 
all four candlewarmers. For additional information, 


contact your wholesale distributor or write us direct. 


No. 
W400/219 


W400/218 


400/220 


W400/217 


Sets Per 
Shipping 
Description Ctn. Lbs. Ctn. 


842" x 1134” Divided 4 14 
Dish, Twin Candlewarmer 


642” x 10%” Baking Pan, 14 
Twin Candlewarmer 


14%” Qt. Oval Casserole, 17 
Candlewarmer 


1%” Qt. Round Casserole, 18 
Candlewarmer 


National Housewares Show—Convention Hall, Atlantic City, N. J—July 11-15, 1960—Booths 1551-1553-1555 





MOST BEAUTIFUL 
CAN OPENER 
MADE 


_ PORTABLE _ 


ELECTRIC. 


CAN 
OPENER 


MANUFAC vRINt C0 
eg wi 


Want more facts? Circle 175, p. 65 


Manufacturers’ Promotions 








Super 
HUM :-I-DRI 


Dehumidifier Kits 
build repeat sales 





Order “HUM-4-KITS" from your jobber. 


Remove up to 10 times own 
weight in moisture from base- 
ments, laundries, anywhere. Con- 
tain 1 HUM-I-DRI unit and 
refill. Easy to use. No “‘baking”’ 

r “drying out’’ required. Na- 
tionally advertised. 3 sizes—a kit 
for every price range. A-2189A 











SPECO, ie CLEVELAND 9, OHIO —— 
Preaems paopects | 
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salesman has a choice of two pairs 
of men’s socks or a pair and a spare 
of women’s nylons. | 

In addition, the five salesmen | 3 
who make the greatest number of | 
sales before Nov. 1 will share $200 | 
in cash prizes. 





Total Selling Program 
kit from Barnes Mfg. 


Barnes Mfg. Co., Mansfield, Ohio, 
is providing its dealers with a To- 
tal Selling Program merchandising 
kit to help build water system sales | 
in the current selling season. 

The merchandising kit contains 
complete plans for a year-long ad- 
vertising and sales promotion cam- 
paign at the dealer level, a new 20- 
page booklet with information on 
time payment selling, and for deal- 
ers launching their first Total Sell- 
ing Drive, complete how-to-do-it 
instructions. 

Advertising aids include news- 
paper ad mats, radio spots, direct- 
mail pieces, telephone directory ads 
and co-op plans. Outdoor signs, in- 
side displays and other display aids 
are available free or below cost to 
Barnes dealers. 


Turner Corp. offers 2 
anniversary specials 


Turner Corp., Sycamore, IIl., will 
offer two 90th Anniversary specials 
this fall with new merchandising 
and packaging programs. 

Dealers using the promotions can 
offer customers the regular $6.95 
Turner Propane Torch with a free 
spark lighter, or the regular $6.95 
torch and an extra propane tank 
for $7.89 retail, a savings of $1 for 
the customer. 

Both specials are packaged as 
kits in specially designed 90th An- 
niversary display cartons. The spe- 
cials will be promoted nationally in 
ads in Life, Saturday Evening Post, 


=== 23058 North 1ithSt. « 


THE chee CALLS 


DYKEM 
STEEL BLUE 


 SteP ay a Fez 


Lesser 
Dies and 
emp ater 


=77/- 
=f fi. 
t i, \ It 
Tbsttitene : iil 


——t uth Sree! © 
poord with DYREE ——— 


Popular package 8-oz. can fitted with 

Bakelite cap holding soft-hair brush 
for applying right at bench; metal sur- 
face ready for layout ina few minutes. 
The dark blue background makes the 


== scribed lines show up in sharp relief, 


prevents metal glare. Increases effi- 
ciency and accuracy. 


Write for full information 
THE DYKEM COMPANY 
Established 1920 
St. Louis 6, Mo. 
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DON'T MISS THE 


BUYING CHECK LIST 


ON PAGE 58 














( WRITE FOR YOUR un FREE: 


v¥ Complete Newest Set 
of Key Boord Tags 
yColorful Streamers 


That Will Brighten Up (Ga 
Your Store Ws A 
we + acl Edition of co w } 

lank Comparative List © ‘ 


me Key & Lock 
Manufacturing Co. 








Brooklyn 
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Mechanix Illustrated, Popular Me- 
chanics and Popular Science. 





GIBSON 
GRIPPER 
CLIPS 


KEEP 
THINGS 
IN PLACE 


BRIGHT FINISH Double Spring Action 
NO JUTTING POINTS 2 Sizes Hold Mest Handles 


GIBSON GOOD TOOLS, INC., Sidney 6, ILY. 
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Get The Brush Off 


Want to get brushes off your counters and into your cus- 
tomer’s hands? It’s a lot easier when you carry the ones 
that are known for quality and dependability . Oxco’s 
Red Breast Whisk being an excellent example. 


Construction the finest. Materials genuine Ox 
palmetto fibre, the filling material that’s always uniform 
in quality and price. Value a retail price that gives 
full value to consumers, full profit to retailers. 


The lady bought her whisk from the Oxco #12 Brush 
Merchandiser, a monotonously profitable occurrence in thou- 
sands of stores across the country. Our #25 Merchandiser, 
which very neatly holds twenty-five, instead of twelve brush 
styles, has an equally dependable sales record in larger 


stores. Both units have more impulse sales punch than a 
boxing kangaroo. 


Your Oxco Jobber should be along any day now, with 
detailed data on these merchandising units and other Oxco 
products. Don’t give him the brushoff. Give him an order. 


THE LINE THAT 
MOVES 


OX FIBRE BRUSH COMPANY, INC. 
Lolablished 16. 


FREDERICK MARYLAND 
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News About Dealers: 150-Year Old Store 
Changes Hands But Retains Its Name 





Mount Holly, N. J.—Map- 
DEN HARDWARE, a 150-year- 
old store at Mill and Main 
streets, has been purchased 
by Walter Hansen of River- 
ton, N. J. The store has 
been operated by Mrs. Mary 
Lee Madden since the death 
of her husband 15 years 
ago. She will remain with 
the store as an advisor. Mr. 
Hansen was with McVaugh 


Construction Co. before this 
business venture. 

Nashville, N. C.—McNAIR 
HARDWARE Co. has been pur- 
chased from John McNair. 
The firm name has _ been 
changed to PEOPLES HARD- 
WARE, INC. Of the three new 
owners, Paul A. Moore will 
be store manager, Asbury 
Baines will be service man- 
ager and Allen Cooper will 
not be active in the firm. 





JAMES M. FREEMAN 


James Freeman Gets 
Woodhill Sales Post 


James M. Freeman has 
been appointed special prod- 
ucts sales manager for 
Woodhill Chemical Co., 
Cleveland, Ohio. 

He will work with the 
company’s sales representa- 
tives on the introduction 
and marketing of new prod- 
ucts. 


Animal Trap Acquires 
Bait Bucket Company 


Animal Trap Co. of Amer- 
ica has purchased Jardier 
Co., Milwaukee. 

Jardier manufactures 
molded fiber bait buckets and 
coolers. These Jardier mod- 
els will be continued and 
there will be no interruption 
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of service and no change of 
company policies. 

The products of Old Pal, 
Inc., a subsidiary of Animal 
Trap, and Jardier will be 
combined in a_ broad line 
available from wholesalers 
of either firm. 


Virginia Dealer Wins 
Window Display Award 


Standard Hardware Corp., 
Portsmouth, Va., is the first 
prize winner in the Alcoa 
Market Maker Window Dis- 
play Contest sponsored by 
W. Bingham Co., Cleveland 
wholesaler. 


The store received a prize 
of $150 for its outstanding 
display of merchandise 
made of aluminum. 


Second prize of $100 went 
to Ballard Hardware, Mun- 
cie, Ind. A third prize of 
$75 was awarded to Forster 
Colonial Hardware, Geneva, 
Ohio. An honorable mention 
was awarded to Hadesty 
Hardware, Yottsville, Pa. 


The contest was held in 
conjunction with the Mar- 
ket Maker Program of Alu- 
minum Co. of America, un- 
der the sponsorship of the 
W. Bingham Co. Judges of 
the display photographs 
were A. Ardizone, Cleveland 
Press and News; G. 
Schnake, of Fuller, Smith & 
Ross, Inc.; and W. A. Phair, 
HARDWARE AGE. 
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McGowin-Lyons Names 
Manager of Hardware 


Fred S. Crown has been 
named manager of the hard- 
ware department of Mc- 
Gowin-Lyons Hardware & 
Supply Co., Mobile, Ala., 
wholesaler. 

Mr. Crown, who has been 
with the firm since 1936, 
succeeds Berge Vann, who 
has retired. Mr. Crown had 
been assistant to Mr. Vann 
since 1946. 


Mr. Vann was appointed 
manager of the hardware de- 
partment in 1942. He had 
been in the hardware field 
55 years and had been di- 
rectly connected with the 
firm since 1913. 

A. J. Turk will assist Mr. 
Crown. He joined the com- 
pany in 1936 and was in the 
mailing and cost accounting 
departments. He transferred 
to the hardware department 
as chief clerk in 1948. 


Brunswick Corp. Buys 
Union Hardware Co. 

Union Hardware Co., Tor- 
rington, Conn., sporting 
goods manufacturer, has 
been soid to Brunswick 
Corp., Chicago. 

Union Hardware becomes 


the Brunswick Sports Prod- 
ucts Co. division. Headquar- 
ters will be in Torrington. 
It will continue Union Hard- 
ware’s business, with an ex- 
pected increase in product 
lines. 


Robert R. Lent Joins 
Val-Test Distributors 


Robert R. Lent has joined 
the staff of Val-Test Dis- 
tributors, a division of 
Meyer Merchandising Se: 
vice, Inc., Chicago. 

Mr. Lent had been with 
Janney, Semple, Hill & Co., 
Minneapolis wholesaler, as 
dealer development manager 
of its S & Q Hardware 
store programs. 


Ames Buys Sargent's 
Garden Tool Business 


O. Ames Co., Parkers- 
burg, W. Va., has purchased 
the garden tool business of 
Sargent & Co., New Haven, 
Conn. 

The range of models in 
each of the four sections of 
the new division has been 
almost doubled and the com- 
plete line will be ready for 
the 1960-61 season. 





Two Western Dealer-Owned Wholesale Firms 
Place Businesses Under Single Management 


A single management for 
two dealer-owned wholesale 
firms was announced _re- 
cently. 

Southwest Hardware Co., 
Santa Fe Springs, Calif., 
and Western Hardware Co., 
Phoenix, Ariz., will both be 
managed by Arnold E. 
Poole. 

Mr. Poole has been gen- 
eral manager of Western 
Hardware. A. Kammeier, 
general manager of South- 
west, resigned that job on 
May 1. 

Announcement 


of the 


joint management agree- 
ment is believed to repre- 
sent the first time that two 
dealer-owned firms have 
been managed by the same 
man. Each firm will have 
its own board of directors, 
and will retain its own 
identity and corporate struc- 
ture. 


The joint management will 
bring together some 200 
stores in California, Ari- 
zona, New Mexico, and 
Nevada. Both firms operate 
warehouses. 
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J. GORDON HERTZOG 


Steinman Promotes 
Walters and Hertzog 


Jay R. Walters and 
J. Gordon Hertzog have 
been promoted to the super- 
visory staff of the dealer 
sales manager at Steinman 
Hardware Co., Lancaster, 
Pa., wholesaler. Both men 
were assistant sales man- 
agers. 

Mr. Walters started at 
Steinman’s as a: retail sales 
clerk in 1948. In his new 
post he will supervise the 


JAY R. WALTERS 


specialty selling of the out- 
side dealer sales force. 

Mr. Hertzog’ recently 
joined the sales force after 
managing the eastern Penn- 
sylvania district for Ray-O- 
Vac Co. His new job will be 
to coordinate all phases of 
Steinman’s dealer service. 


Elected at Ideal Corp. 


John Wenzel, Leo Strauss 
and Bart Kelleher have been 
elected vice-presidents of 
Ideal Corp., Brooklyn. 








Young Rebels’ Materials Handling Clinic 
To Study Wholesaler Warehouse Problems 


Hardware warehouse han- 
dling equipment will be 
hard at work two days this 
fall solving simulated ware- 
housing problems. 


The occasion: 
Handling Clinic. 

Time and place: Sept. 13 
and 14, E/ilis Auditorium, 
Memphis. 


Sponsor of the Clinic: 
The Young Rebels of the 
Southern Wholesale Hard- 
ware Assn. 

An invitation to attend 
has been extended to mem- 
bers of the National Whole- 
sale Hardware Assn. 


The Clinic will be given 
over to solving actual ware- 
housing problems, rather 
than a gigantic demonstra- 
tion of equipment, points 
out Ralph E. Kirby, manag- 


Materials 


ing director, Southern Assn. 

The: Clinic is the first 
project of The Young Reb- 
els to provide basic knowl- 
edge of industry methods 
and techniques. 

The Young Rebels was or- 
ganized earlier this year. 
Members are under 45 years, 
and hold executive positions 
with SWHA member com- 
panies. The organization 
was discussed at the South- 
ern Convention* by William 
A. Parker, Jr., Colonel of 
The Young Rebels. 

Companies planning to 
have representatives at the 
Clinic can make hotel res- 
ervei.ons direct with the 
Claridge Hotel, Memphis, 
which is setting aside a 
block of rooms. 


*HA, April 21, p. 85. 


Safety Standards of Lawn Mower Institute 
In Final Draft Form; Jacobsen Heads Group 
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New president of Lawn Mower Institute, Einar A. Jacobsen, Jacobsen 
Mfg. Co., center, is congratulated by R. E. Schuler, Outboard Marine 
Corp., right, retiring president. L. C. Vandertill, Motor Wheel Corp.. 
left, new Institute vice-president, looks on. 


The success of a five-year 
effort by the Lawn Mower 
Institute to establish safety 
standards was reported at 
the recent annual meeting 
of the institute. 

Harold K. Howe, executive 
secretary of the group, re- 


ported that a final draft of 
the proposed standards has 
been submitted to the Amer- 
ican Standards Assn. Ap- 
proval is expected shortly. 
Purpose of the standards 
is to reduce accidents oc- 
(Continued on page 112) 





DR. JULES BACKMAN 


Brandeis Dinner Talks 
By Drs. Sachar, Backman 


The Housewares Dinner 
on behalf of Brandeis Uni- 
versity, Waltham, Mass. 
(see HA, May 5, p. 135), is 
expanding in scope. Two 
speakers have been selected 
for the July 10 affair at At- 
lantic City’s Shelburne Ho- 


tel. They are Dr. Jules 


DR. ABRAM L. SACHAR 


Backman and Dr. Abram L. 
Sachar. 

Also, additional honorary 
chairmen have been named. 

hey are, Henry Kaplan, 
Spiegel Inc., Chicago; James 
McDaniels, H & S Pogue 
Co., Cincinnati; and Samuel 
L. Rantz, Korricks, Phoenix, 
Ariz. 

Dr. Backman is with the 
New York University School 
of Commerce. Dr. Sachar is 
president of Brandeis. 
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STOP PIPE 
SWEATING 


Has This 


Solve it 
and Profit 


- ks mh, s _ ” é 


Here’s a year ’round profit item for your economy- 
minded, home fixer-uppers! An opportunity for you 
to get your share of the dollars being spent to rid 
homes of the common problem of “sweating” cold 
water pipes. 

Only NoDrip Tape, the original nationally adver- 
tised col‘? water pipe insulation designed for do-it- 
yourseif customers, gives you these important 
benefits. 


@ Faster turnover...more profit. 


¢ Greater customer satisfaction because of NoDrip 
Tape’s proven permanency. 


e Hard hitting program of dealer sales aids. 


So don’t settle for inferior, temporary pipe wrap- 
pings...stock and sell the only pipe insulation that 
is 100% vapor and moisture proof—NoDrip Tape. 
Easy-to-apply NoDrip Tape winds spirally around 
any size pipe...needs no vapor-seal tapes or over- 
wraps...no bands, brads or fas- 

teners. Fits snugly even around 

tees, unions, angles, valves. 


Packed 12 rolls to the 
carton. Dealer discount 334% 


9169 


List Price 


And get added sales... added proiit 
with NODRIP PLASTIC COATING 


Now, get the commercial and industrial 
trade in your area. Here’s 100% moisture- 
proof protection for tanks, ducts, suction 
lines, walls, ceilings in home, store or fac- 
tory. Easily applied with trowel, brush or 
heavy spray equipment. Adheres to metal, 
concrete, brick, plaster. Prevents rust, 
condensation, corrosion. List: 1 gal. can 
$1.90; 5 gal. can $8.75; 55 gal. drum $90. 


MORTELL COMPANY * KANKAKEE, ILL. 
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Every Home 





Problem... 
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Oxwall Tool Elects 
Merians to Hich Post 


Mel Merians has been 
elected executive vice-presi- 


MEI. MERIANS 


dent of Oxwall Tool Co., 
New York. He was vice- 
president of sales. 

Mr. Merians will continue 
to direct sales in his new 
post and will assume broader 
company management re- 
sponsibilities. 


Wagner Mfg. Elects 
Dan R. Nighswander 


Dan R. Nighswander has 
been elected vice-president 
of marketing at the E. R. 
Wagner Mfg. Co., Milwau- 
kee. 

Mr. Nighswander was na- 
tional product sales man- 
ager of the laundry division 
at Norge Sales Corp. He 
will head the housewares 
division of Wagner. 


Wholesaler Sponsors 
Toy-Housewares Show 


Piedmont Hardware Co., 
Danville, Va., wholesaler, 
sponsored its fifth annual 
toy and housewares show 


GALVANIZED 
COPPER 
BRASS 
BLACK 


hs 


News of the Trade — 


recently in its newly-com- 
pleted, 6500-sq ft sales dis- 
play room. 


Twenty-five percent more 
dealers attended this year’s 
show than had attended the 
1959 show. A new feature 
was added to the show this 
year. It was a buffet din- 
ner for dealers on the last 
day of the three-day show. 


Harry Fox Retires 
At Star Expansion 


Harry Fox, assistant to 
the president of Star Ex- 
pansion Industries Corp., 
Mountainville, N. Y., has re- 
tired. 


Mr. Fox, who was sales 
vice-president until his pro- 
motion last year, served the 
company for 41 years. Gor- 
don M. Browne, general 
sales manager, had taken 
over management of the 
Star sales organization 
earlier this year, succeeding 
Mr. Fox. (See HA, Feb. 11, 
p. 250.) 


Arrow Buys Durabilt 


Arrow Metal Products 
Co., New York, N. Y., has 
purchased the name, pat- 
ents. tools and equipment of 
Durabilt Metal Products 
Co., Union City, N. J. Ar- 
row will continue to manu- 
facture and sell the com- 
plete line of Durabilt tools 
and attachments. 


Markel Names Jacobson 


Robert H. Jacobson has 
been appointed assistant 
sales manager of portable 
products for Markel Electric 
Products, Inc., Buffalo, 
N. Y. Mr. Jacobson joined 
the firm’s sales department 
in 1945. 





BETTER HOUSEHOLD 
AROWARE SINCE 1872 


E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 
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"“CONTRACTOR’S BUY 
OF THE YEAR” from 


DESSTON 


¥ 





FREE $12.8 BONUS 


FREE CARRYING CASES AND BLADES...COMPLETE KITS 
SELL FOR PRICE OF SAW ALONE... OFFER ENDS AUGUST 31 


Disston’s “‘Contractor’s Buy of the year” is a buy . . . and your customers know it. They get these complete 
power saw kits for the price of the saws alone. FULL MARK-UP PLUS: Carrying cases and blades that 
make up the free $12.85 and $9.75 bonus offers come to you FREE! Disston foots the bill. 

These are the highest quality tools in their price range, straight from the nationally advertised, No. 1, 


Disston Professional power tool line. 


Order now, and build ‘“‘name”’ power tool volume with big-ticket prices. 


DISSTON D-23 DAUNTLESS SABRE SAW 
Retail value $108.25 
Suggested retail $98.50 « Saves $9.75 


Includes free carrying case, 10’ power cord, 4 assorted wood 
and metal cutting blades. 


Dealer price $65.67 


e Cuts straight lines, circles, scrolls, bevels and miters 

e Exclusive “ORBITE”’ action cu’s 15 to 50% faster than 
anv ©itber sabre saw of its type 

¢ Powerful 3 amp motor cuts at 3800 strokes per minute 

- Exclusive ‘‘lock-in’’ cord detaches at handle 

e All ball and needle bearing construction 

e Cuts 2”’ lumber at 45° 

¢ Blades for cutting wood; plastics; rubber, asphalt or lino- 
leum tile; laminated paper; Plexiglass; steel plate to 4”; 


aluminum plate to %"’; iron; copper; bronze and brass 
available 


DISSTON D-725 (7%”) CIRCULAR SAW 


Retail value $97.80 

Suggested Retail $84.95 e Saves $12.85 

Includes free carrying case, free extra $3.10 combination 
blade, rip fence, power cord and wrench. 

Dealer price $56.64 

e More power and capacity than any other 7%” and most 
84"’ saws. 2 H.P., with 6700 RPM free speed. 13 amps. 
motor. Deepest cutting 74" saw. Vertical cut 2-9/16’’— 
2-5/32” at 45° 

¢ Fool proof clutch, adjusts against burnout 

e Telescoping guard on nylon bearings 

¢ Lever action for fast bevel and depth set 

¢ Helical gears for smooth power at highest speeds 

¢ 3-wire plug, detaches at handle 

® Strong die cast aluminum body 

¢ Ball and roller bearings throughout 


DISSTON DIVISION PORTER H. K. PORTER COMPANY, INC. 


PORTER SERVES INDUSTRY with steel, rubber and friction products, asbestos textiles, high voltage electrical equipment, electrical wire and cable, wiring 
systems, motors, fans, blowers, specialty alloys, paints, refractories, tools, forgings and pipe fittings, roll formings and stampings, wire rope and strand. 
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omplete Metal Ladder Line 


The adjustable 
“runged” back of 
the ALL-WAY 
forms o regular 
stepladder; can be 
used on uneven 
surfaces such as 
stairs, or tips up- 
ward to make an 
“extension.” 


eered PATENTED 


AGNESIUM LADDERS 


Outlast . . . outperform other ladders. 
Write for full 


information, cataloz and prices 


on complete line and other household products. 


HITE METAL ROLLING « STAMPING CORP. 


443 FOURTH AVENUE, NEW YORK 16, N. Y. 
PLANTS: Warsaw, Ind. and Brooklyn, N. Y. 
World's Largest Producers of Magnesium Products. 
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Quy CourpieAKo0’u 


IN ITS PRICE CLASS! 


PRESSURE 
MAID 


Model — Portable Paint Sprayer 


C-2080 


Greater air volume and delivery . . . higher pressure .. . faster paint 
coverage...improved construction... longer life. 


Now, you can offer your customers unsurpassed performance in the low- 
price field. The new re-designed PRESSURE MAID invites comparison. See 
for yourself why it is sure to boost your sales . . . simply let your cus- 
tomers COMPARE! 

Write today tor details and name of jobber near you. Stock up now! 


The Campbell-Hausfeld Co., 215-R Railroad Ave., Harrison, Ohio 


CAMPBELL-HAUSFELD 


Want more facts? Circle 185, p. 65 
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——News of the Trade: 


brief reports of 


MANUFACTURERS SALESMEN 


@ Black & Decker Mfg. Co., Towson, Md.—Jack C. Jolley 
to hardware division in Los Angeles district; James R. 
Moore to hardware division in St. Louis district, with 
headquarters at Tulsa; Edwin R. Hassell to industrial- 
automotive division in New York district; John H. Beau- 
mont from branch service manager Seattle, to branch ser- 
vice manager San Francisco. 


@ Detecto Scales, Inc., Brooklyn—Henry N. Metzger to 
upstate New York with Rochester as headquarters; Frank 
Daub from upstate New York to greater New York City 
area, 


@ Plume & Atwood Mfg. Co., Thomaston, Conn.—Thorn- 
ton Q. Raney from Volco Brass & Copper Co., Kenilworth, 
N. J. to New England district sales manager. 


@ Stanley Tools Div., Stanley Works, New Britain, Conn. 
—James F. Titus to Illinois, except Chicago, and eastern 
Missouri. 


@ Sylvania Home Electronics Corp., Batavia, N. Y.—Ger- 
ald S. Butts to district sales manager, Miami, covering 
Florida and Dothan, Ala. 


@ Rockcote Paint Co., Rockford, Ill.—Morris Sherman 
from Rox Masonry Paint Co. to metropolitan Detroit. 








news in brief of 


MANUFACTURERS AGENTS 


@ Dieh) Mfg. Co., Somerville, N. J.—Minnesota, North 
Dakota, South Dakota and northern counties in Wisconsin 
and Iowa to Campbell-Rennebohm Associates, Minneapolis; 
northern counties in Illinois, Lake and Porter counties in 
Indiana and Davenport, lowa to Edward D. Wirth Sales 
Co., Chicago. 


@ Royal Tools, Inc., Hanover, Pa.—Metropolitan New 
York, Long Island, northern New Jersey to the One Co., 


New York City; New England to J. E. Bouchard Asso- 
ciates, Newton, Mass. 


@ Cohn & Shane, Los Angeles—Lory Fuchsmann and Sy 
Siegel will man the newly-opened showroom and sales 
office at 685 Folsom St., San Francisco. 


@ Reed & Prince Mfg. Co., Worcester, Mass.—Oklahoma, 
Arkansas, Louisiana and Texas to S & S Sales Co., Dallas. 


@ Slater Electric & Mfg. Co., Glen Cove, N. Y.—Alabama 
and Georgia to William F. Bishop. 


@ A. D. Heller & Co., Rockville Centre, L. I., N. Y. 
Ray Cottreli has joined the firm as a salesman. 

















ARE PROFITABLE ©} 
Sell Fast, Use 
Little Space 


Display as a family of = 
gadgetsinoneplaceon | 

peg boards or counte: = 
bins for fastest self- = 
service sales. Serving =: 
Tongs in many sizes, = 
styles. Cheese Slicers. © = 
Jar ‘Wrenches. Deluxe =2 = 
Roas* Rack. Skewers == 

in «ll sizes. Lacing ; 
Pins. Plate Hangers | 
Po'‘ato Bake Rack 
Broum Clips. Food peice 
Mixers. Beaters. Many 222222 
other gadgets. a 
More than 50 F 


Kenberry GADGETS JOHN CLARK BROWN i«<¢ 


Ask your jobber ONE MONTGOMERY ST. 














or write for list BELLEVILLE 9,N.V. FA 
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Add to your profit picture: suggest 
“SCOTCH” BRAND Masking Tape 
with every paint sale. 








SCOTCH IS A REGISTERED TRADEMARK OF THE 3m CO 


yo 
LE 
Miwnesora Afinine ano (fanuracturing company % 
v 
» +. WHERE RESEARCH IS THE KEY TO TOMORROW SM 
P>> 1 < 


compact 
chain 
display 





Try this space-saving sales promoter. A full as- 
sortment of 4 reels of most popular, fast-moving 
types and sizes of Turner & Seymour small chain. 
Write for descriptive literature. 


And don't forget the complete line of Turner & 
Seymour chain, including sash, jack, register, safety, 
furnace, universal, cable, double loop, and others 
in many sizes. 


THE TURNER & SEYMOUR MFG. CO. 


TORRINGTON, CONNECTICUT 
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ENTERS THE WROUGHT 
IRON MAILBOX FIELD! 


WITH THE 


ENTIRELY Now 


AND 


IMPERIAL, <2 


SOPHISTICATED BEAUTY 
Model AM19 sports a mas- 
sive but elegant 24K gold- 
plated medallion accented 
on a satin black back- 
ground. 8x13x13% overall. 


Suggested retail © $5.50 


REGAL Model AM18 embodies 
regal slim tapered beauty 
even to its uniquely-different 
magazine holder. 7'2x11%x3'% 
overall. 


Suggested retail $3.75 


MAJESTICALLY 
SHAPED Model 
AM20 is fashion- 
right and styled for 
bold beauty and 
offers a majestic 
welcome from «the 
24K gold-plated 
ornamentatiom 
13x11x3% overall.» 


Suggested retail $4.50 | 


Write for new catalogishowing complete new 
line of Boxes, gold-plated House Numbers, Switch 
Plates and Towel Rings...each a fast-moving 
profit-maker. 











AMERICAN DEVICE [Ratan 
MANUFACTURING CO. MDE 
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Safety Standards Now 
In Final Draft Form 


(Continued from page 107) 


curring while operating 
power mowers. Adherence 
to these standards will be 
voluntary. 

Members of the institute 
discussed various means of 
certifying adherence to the 
standards, but no conclu- 
sions were reached. 

The subject will be studied 
further by the safety com- 
mittee under the chairman- 
ship of G. E. Buske, Moto- 
Mower, Inc. 

The meeting, held at 
Shawnee Inn, Shawnee-on- 
Delaware, Pa., saw the elec- 
tion of Einar A. Jacobsen, 
president of Jacobsen Mfg. 
Co., as new head of the in- 
stitute. He succeeds Robert 
E. Schuler of Outboard Ma- 
rine Corp. 

Louis C. Vandertill, Motor 
Wheel Corp., was elected 
vice-president. 


James L. Quick, Quick 
Mfg. Co., will continue as 
secretary-treasurer, and 
Harold K. Howe as execu- 
tive secretary. 


A report by R. J. Quinlan, 
Toro Mfg. Co., showed that 
while sales were off slightly 
in the past year, the average 
value of the mowers sold 
showed a gain. This is the 
first time in three years that 
a gain has been indicated in 
this figure. 

While rotaries continue to 
dominate the market, pro- 
duction of reel units showed 
an increase of 70 percent. 

Riding units showed a de- 
crease. 


Members of the institute 
also discussed a proposal for 
broadening the scope of the 
group to include other types 
of outdoor powered equip- 
ment. In connection with 
this proposal, it was also 
suggested that the name of 
the institute be changed to 
Outdoor Power Equipment 
Assn. No action was taken 


Safety problems were excmined 


———News of the Trade—— 


Hardware Packaging Committee Holds New York Meeting 


€ 
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Hardware Industry Packaging Committee at a meeting in New York, June 10. Front row, from left, 
N. Allan Pettit, Campbell Chain Co., secretary; L. D. Connell, J. Wiss & Co., presiding chairman; 
R. E. Novy, Wood Shovel & Tool Co.; Gould Donahue, H. K. Porter Co. Standing, from left, N. M. Cart- 
mell, Jr., Hardware Age; R. J. Hennessy, Lederle Laboretories; Martin F. Cody, Borden Chemical Co.; 
F. P. Cooper, Jones & Laughlin Steel Corp.; Charles A. Feld, executive director, Packaging Institute; 
A. L. Shreve, Ill, Flack & Decker Mfg. Co.; H. W. Friend, Bridgeport Hardware Co.; Calvin Nickerson, 


General Electric Co., R. C. Vereen, Liberty Distributors; A. R. 


Winslow, technical coordinator, Pack- 


aging Institute. Display in center background, shows Black & Decker's new carded merchandise cards 
discussed during the meeting by Mr. Shreve. Work was started at this meeting on a package check 


list. 





Michigan Wholesaler 
Honors 17 Employees 


Seventeen veteran em- 
ployees of Schaberg-Dietrich 
Hardware Co., Lansing, 
Mich., wholesaler, were 
awarded 10 to 30 year ser- 
vice awards recently. 

The ceremony was at- 
tended by more than 200 
Schaberg-Dietrich employees 
and officials of The Geo. 
Worthington Co., Cleveland 
wholesaler, and parent com- 
pany. 

N. F. Luekens, president 
of Worthington, and board 
chairman of Schaberg-Die- 
trich, made the presenta- 
tions. 





at the meeting on this pro- 
posal. 

Talks on liability insur- 
ance, safety, consumer cred- 
it, and the general business 
outlook were also featured 
at the meeting. 


by these panelists at the Lawn 


Mower Institute meeting. Left to right are Pennsylvania's Wilson, 
Savage's Havourd, Briggs & Stratton's Peifer, Moto-Mower's Hart- 
mann, Nemas Price and G. E. Buske, of Moto-Mower, chairman. 
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OBITUARIES 


Thomas N. Melton 


Thomas N. Melton, 90, re- 
tired manager of the whole- 
sale department of Crisman 
Hardware Co., Chattanooga, 
Tenn., died June 3 in a lo- 
cal hospital. He had been in 
the hardware business for 
75 years before his retire- 
ment two years ago. Mr. 
Melton had been with Cris- 
man for 22 years. 


John A. Gallagher 


John A. Gallagher, Ohio 
sales representative for Bill- 
ings & Spencer Co., Hart- 
ford, Conn., died May 29 at 
St. Francis Hospital in Cin- 
cinnati. 


Kalman Goldberg 


Kalman Goldberg, 84, 
owner and founder of K. 
Goldberg & Co., Newark, 
N. J., died May 15 in West 
Orange, N. J. after a short 
illness. 


Carl H. Sauer 


Carl H. Sauer, 60, Cy- 
clone Fence salesman, died 
suddenly at his home in 
Waukegan, Ill., May 16. Mr. 
Sauer joined Cyclone Fence 
in 1942 and 10 years ago 
went to the North Chicago 


plant. He was a member of 
the Hardware Golf Assn. 
and a former director of the 
Central States Hardware 
Club. 


Harold E. Brewer 


Harold E. Brewer, 57, 
hardware dealer, died May 
25 in Indianapolis. He had 
operated a hardware store 
for 15 years. 


Minor Sampson 


Minor Sampson, 
hardware dealer for 


os, @ 
29 
years, was killed May 11 
when he crashed his light 
plane near Belview, Minn. 


Paul Shafranski 


Paul Shafranski, 46, Mem- 
phis, Tenn. hardware dealer, 
died May 8 of heart dis- 
ease while fishing. 


Newton J. Brigham 


Newton J. Brigham, 72, 
retired hardware merchant, 
died May 13 in Allen County 
Hospital, Iola, Kans., fol- 
lowing a long illness. 


Charles M. Smith 


Charles M. Smith, 75, for- 
mer clerk for Highland 
Hardware Co., died June 1 
in an Indianapolis hospital. 





Smith-Gates Elects 
R. G. Gates President 


R. G. Gates has been 
elected president of Smith- 
Gates Corp., Farmington, 
Conn. He succeeds Howard 
S. Smith who has _ been 
elected chairman of the 
board. 

Mr. Gates has been sec- 
retary-treasurer and Mr. 
Smith has been president of 
the company since. they 
founded the firm in 1947. 


Be ey 
* 


R. é. pepe 
Awards to Wholesalers 


Ace Hardware Corp., Chi- 
cago, is the newest member 
of the Rubbermaid $100,000 
Club. Membership is based 
on the purchase of $100,000 
of Rubbermaid products in 
one year. 

Cotter & Co., Chicago 
dealer-owned wholesaler, be- 
came a member of Ekco 
Products Co.’s Century Club. 
Membership is based on an- 
nual purchase of $100,000 or 
more Ekco housewares. The 
firm also received member- 
ship in Corning Ware’s 
$100,000 Club and the Pyrex 
$100,000 Club. Both awards 
were for topping $100,000 in 
sales. 

Hibbard, Spencer, Bartlett 
& Co., Evanston, IIl., was 
presented an award for sales 
achievement for the year 
1959 purchases of over 
$100,000 of Moe and Star- 
light lighting fixtures. 


News of the Trade 





Dates Announced For 
Wholesalers’ Shows 


Hardware Wholesal- 
ers, Inc., Fort Wayne, 
Ind., Annual Conven- 
tion and Merchandise 
Show, Oct. 30 to Nov. 
1, at company offices, 
Nelson Rd., Fort 
Wayne. 


Oklahoma Hardware 
Co., Oklahoma City, 
Okla., Fall Merchan- 
dise Market, Aug. 21- 
22, at Huckins Hotel, 
Oklahoma City, Okla. 


Dates of other wholesalers’ 
shows and conventions an- 
nounced previously are 
shown in the Convention 
Calendar beginning on page 
88. 











E. A. McKenna Retires 
From Stanley Tools 


Edward A. McKenna has 
retired after 38 years with 
Stanley Tools, division of 
Stanley Works, New Brit- 
ain, Conn. This includes 24 
years with North Brothers 
Mfg. Co., Philadelphia, 
which was acquired by Stan- 
lev in 1946. 

Mr. McKenna started his 
sales career in 1915 as a 
missionary salesman for 
Henry Disston tools in the 
Philadelphia area. He joined 
North Brothers in 1922 to 
cover New England and the 
Atlantic seaboard states. In 
1946 he became a sales spe- 
cialist for the Stanley Yan- 
kee tool line and in 1952 he 
was. elected vice-president 
and a director of North 
Brothers. 


f 


_ 


EDWARD A. McKENNA 


Jack Lobert Retires, 
With Lufkin 30 Years 


A. J. Lobert has retired 
after 30 years as a sales 
representative with Lufkin 


New Denver Wholesaler Operates Warehouse 
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Harold Kueker, president, seated, 


Self service has come to 
hardware wholesaling. 

This is the basis of opera- 
tion of a new hardware 
wholesaler in Denver, Colo., 
Quality Hardware, inc. 

Here is how Quality Hard- 
ware serves hardware deal- 
ers: 

Dealers pick up a shopping 
cart at the entrance to the 
warehouse display room. 


Dealers shop the aisles, 
pick their orders from the 
shelves. 

Dealers take the merchan- 
dise to the check out counter, 
pay for it, and take it to their 
stores. 


Quality Hardware was or- 
ganized by executives of the 
former Hassco Hardware & 
Supply Co., Denver. They are 
Harold H. Kueker, president, 
and Ear! Keilwitz, vice-presi- 


Clerk counts stock in a bin area. 


On A Self Service, Cash-And-Carry Basis 


ae 
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and Earl Keilwitz, vice-president. 


dent, of Quality Hardware. 
Melvin Johnson is secretary. 

Quality Hardware has a 
display area for its merchan- 
dise. Stock is checked con- 
stantly, and employees bring 
goods out from the warehouse 
area. All sales are cash-and- 
carry, except for deliveries, 
made at a dealer’s request, 
for bulky items such as lad- 
ders and pipe. 

Prices to dealers reflect a 
savings for their efforts in 
picking and delivering their 
own orders, and for paying 
cash. 

Quality Hardware has a 
U-shaped driveway, to pro- 
vide parking space for deal- 
ers, and for dealers’ trucks 
at a loading platform. The 
company has a Ladies Lounge 
where dealers’ wives can wait 
while their husbands shop the 
display area. 





Rule Co., Saginaw, Mich. 

Mr. Lobert started his 
hardware career in 1912 
with Steiner & Voegtly 
Hardware Co., Pittsburgh, 
and worked briefly with 
Edgewater Steel Co. and 
George Worthington Co. be- 
fore joining Lufkin in 1929. 
Since then he has covered 
the Los Angeles area. 


Ekco Products Buys 
Two New Subsidiaries 


Ekco Products Co., Chi- 
cago, has acquired Sila-F lex, 
Inc., and its parent com- 
pany, Pacific Laminates Inc. 

Sila-Flex and Pacific Lam- 
inates will be operated as 
Ekeo subsidiaries with the 
present plant and personnel. 
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Classified Opportunities Section 
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REPRESENTATIVES WANTED 


REPRESENTATIVES WANTED 





Manufacturer's Representatives 


Long established manufacturer of a com- 
plete line of power lawn equipment (rota- 
ries, reels, tillers, snow throwers, chain saw, 
edger trimmer) has the following states 
open: Ohio, Indiana, Michigan, Wisconsin, 
Minnesota, North Dakota, South Dakota, 
Nebraska, lowa and Kansas. Wel! known 
brand. National distribution, primarily 
through hardware wholesalers. Most of our 
representatives have been with us. for more 
than fifteen years. Give complete information 
in first letter: territory covered, number of 
years calling on wholesalers, lines and com- 
panies now representing, number of men in 
your organization, etc. 


Box F-52, c/o HARDWARE ACE 
Chestnut & 5Séth Sts., Philadelphia 39, Pa. 








MANUFACTURERS REPRESENTATIVE 


or salesman calling on hardware dealers. Fine 
line Solingen cutlery at sensible prices. Pro- 
tected territory. Commissionable. State age 
and other lines carried. 


BONZER, INC. 
P.O. Box 5902, Jacksonville 7, Florida 











wate oe SALES REPRESENTATIVE 


D. Manufacturer and Distributor of 
Plumbing Products desires a Commission Repre- 
sentative with related lines for Utah, Arizona, 
ane, New Mexico, Kansas, Oklahoma, Ark- 
ansas, Texas—one who is now calling on Rated 
Plumbing and Heating Contractors, Hardware 
Establishments, Farm and Home Building Supply 
Stores. We have active and established accounts 
~ im your area. Our products include Bath and Kit- 
chen Brass Fixtures—Globe and Gate Valves—Cop- 
per Tubing—Steel Tubs and Sinks—China Lav- 
atories and Combinations and Malleable, 
Brass and are Fittings. State experience cov- 
ering sales of these products, territory covered and 
references. Confidential. Box F-47, c/o HarpDWaRE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 











NEW ENGLAND — AGGRESSIVE SALES 
REPRESENTATIVE WANTED, now actively 
engaged in selling hardware outlets and plumbing 
wholesale houses. Exclusive territory for a man 
who has built up an excellent reputation in this 
trade. All replies treated confidential. Box F-42, 
c/o Harpware Ace, Chestnut & 56th Sts., Phil- 
adelphia 39, Pa. 





SALESMAN TO TRAVEL TERRITORY 
Pennsylvania, Maryland, New Jersey and Wash- 
ington, D. C Hardware experience required. 
Salary and quarter! ante. Send resume and 
reference to Box c/o Harpware AGE, 
Chestnut & 56th Sts.. “‘Phitadelphin 39, Pa. 





IMPORTED BATHROOM ACCESSORIES— 
Chrome Plated, Highest Quality, Incredibly low 
priced. Aggressive representation handling com- 
pasion lines, covering Jobbers and Distributors of 
ardware, 5 Plumbing supplies, tile, building mater- 
ials, “~~ r Eye desired for exclusive assign- 
ments. 44, c/o Harpware Ace, Chestnut 
& 56th nad Philadelphia 39, Pa. 


EXCELLENT OPPORTUNITY 


0. Ames Company, long established, expanding 
manufacturer, needs several men, experienced in 
the wholesale distribution field. SOLID EXPERIENCE 
AND SALES DRIVE AMBITION ARE A MUST. Excellent 
opportunity for young, energetic, creative salesmen. 
Salary, incentive bonus, car and expenses. If 
qualified, please send complete business and per- 
sonal resume and photograph to 


0. AMES COMPANY, Dept. FI 


P. ©. Box 1580, Parkersburg, West Virginia 








SALESMEN WANTED 


Salesmen, now calling on distributors, wanted to 
carry a fast moving line of contact cements and other 
adhesives. Openings available in most territories. Our 
salesforce has been advised of this ad. Liberal com- 
missions. 
Box F-23, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadeiphia 39, Pa. 








Manufacturer's Representatives 


Calling on hardware jobbers to handle estab- 
lished product. Large repeat percentages. 
In-store displays, etc. Advise territories 
covered, a4 carried. 
F-60, e/o HARDWARE AGE 
Chosinet & Séth Sts., Philadelphia 39, Pa. 





FACTORY SALESMAN 
NORTH EASTERN U. S. 


Nationally known Lawn Mower Manufacturer wants 
salesman for established territory. Unusual opportun- 
ity for man with experience in selling to Wholesale 
Hardware Distributors. is is a fulltime job— 
Manufacture Representatives need not apply. Please 
state details of experience and salary requirements. 
Our staff knows of this opening. 


Box F-62, ¢/o HARDWARE AGE 





CARBIDE TIPPED MASONRY DRILLS 


Representatives wanted, Imported line, low- 
est prices for finest quality, High commis- 
sion, exclusive territories for qualified men, 
good repeat. 


STANDARD IMPEX CORP. 
IMPORT-EXPORT 


P.O. Box 37, Brecksville, Ohio 








NATIONAL MANUFACTURER 


of good quality, competitively priced paint 
brushes, has several protected territories 
available. Top commission, all shipments pre- 
paid. Splendid opportunity for the right 
men. State full particulars in first letter. 


Box F-57, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











REPRESENTATIVE WANTED TO SELL 
DIRECT to large users, retail or jobber level, 
plastic pipe, fittings and clamps, vinyl, and mother 
of pearl covered closet seats. All types Industrial 
hose including hose for automatic washers. Box 
C-30, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 


ACCOUNTS WANTED 





ACCOUNTS WANTED 


We are manufacturers of a line of sheet 
metal specialty items and Manufactur- 
er’s Representatives presently selling 
Wholesale Distributors of Sheet Metal, 
Heating, Hardware, Air Conditioning, 
Lumber, Industrial and Mill supplies. 
Presently selling in Illinois and sur- 
rounding states from our own central 
warehouse point. Full facilities to rep- 
resent you or, if you do not have a dis- 
tributor arrangement, can we reduce 
your overhead and better the avail- 
ability of your product by performing 
any stocking or service aid for you. 
Please reply by mail only. 


PROFIT PRODUCTS CORPORATION 


104 E. ST. CHARLES ROAD 
LOMBARD, ILLINOIS 











Chestnut & 56th Sts., Philadelphia 39, Pa. 





MANUFACTURER OF SHORT LINE of 
hand tools selling to Wholesalers, Chains, etc., 
requires representation for Illinois, Indiana, Wis- 
consin, est irginia, Penns lvania, Florida, 
Georgia, Alabama, Tennessee, U; per New York 
State. Box F-45, c/o Harpware Ace, Chestnut & 
56th Sts., Philadelphia 39, 





SALESMAN WANTED, to cover northern 
New Jersey, Rockland County, N. Y. area, by 
hardware, housewares, garden supplies wholesaler. 
Excellent opportunity for aggressive man with 
trade selling experience. Prefer man familiar 
with, or with following in area. Complete resume 
requested before interview. Box F-49, c/o Harp- 
gpa Ace, Chestnut & 56th Sts., Philadelphia 39, 

a. 





REPRESENTATIVES WANTED—ESTAB- 
LISHED MANUFACTURER has territories 
open for representatives who call on hardware, 
— farm supply, electrical and photo supply 
ouses. Opportunity for steady high volume 
business. Please state references, territory cov- 
ered, and lines handled. Box F-33, c/o Harp- 
WARE ane Chestnut & 56th Sts., Philadelphia 


ACCOUNTS WANTED 


Manufacturer's Representative interested in 
Christmas line, also staple items for chain, 
syndicate buyers, jobbers and large retail 
outlets. Excellent following in New Jersey, 
New York City, Eastern Penna. 


Box F-17, ¢/e HARDWARE AGE 
Chestnut & 56th Sts., Philadeiphia 39. Pa. 








Complete, Consistent and Conscientious Cover- 
age of Metropolitan New York and New Jersey 


NOW A 4th SELLING’ MAN ADDED 
to BOBROW-LEWEZLL Associates, 814 Broadway, 
New York 3, New York. ORegon 4-4540 
WE GET RESULTS 











SALESMAN — 20 years selling experience; 
Hardware, sporting goods, cutlery, to the manu- 
facturer, jobber and retailer. Excellent specialty 
man, wishes a food line for Eastern Kansas and 
Western Missouri. Excellent references, good edu- 
cation and appearance. Financially responsible. 
Box F-51, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





a 





TAH 


@RILLIANT WHITE 


TUB SEALER 


USE PECORA s PPP 


FOR SALES 200M! 


Homeowners love this easy-to-apply 

tub sealer that stays so brilliant white. 

It’s one of Pecora’s P.P.P.* (Perfect Profit Pair). They 
ask for it by name and recommend it too! 


PECORA, inc. 


300-400 W. Sedgley Ave., Phila. 40, Pa. © Garland, Texas 
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ACCOUNTS. WANTED BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








REPRESENTATIVES 


Covering all phases of jobbers. Can render 
reliable aggressive service. We are national 
distributors with established actively oper- 
ating branch offices in New York, Phila- 
delphia, Detroit, Cleveland and Louisville. 
We carry the account or you can bill di- 
rect. Inquiries invited. WRITE ANCO Cor- 
poration, 7 Wood Street, Pittsburgh 22, Pa. 


CLOSEOUT! 


Large Quantity of Ball Pein Hammers, 12 oz 
to 40 oz, second quality of a famous Ameri- 
ean Tool Manufacturer 


Write Box F-59, c/o HARDWARE AGE 
Chestnut & 5Séth Sts.. Philadelphia 39, Pa. 








TEXAS, OKLAHOMA, ARKANSAS, 
LOUISIANA AND MISSISSIPPI 


Old established Manufacturers’ Representative offer- 
ing low-pressure, consistent sales effort, seeks line of 
merit selling to Hardware, Housewares, Industrial 
and Toy Jobbers, Rack Jobbers, Variety and Auto- 
motive Chains and Department Stores. 


Box F-50, e/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


YO BUY or SELL 
A HARDWARE BUSINESS 
Call or Write 
DAVID JARET CORP. 
150 Montague St. Brooklyn, N. Y. 
ULster 2-5600 Est. 37 Yrs. 


America's Leading Business Broker 








CALIFORNIA 


Long established Agency, can handle additional lines, 
in Builders Hardware, General Hardware and Lock- 
smith Supply fields. Offices in San Francisco and 
Los Angeles. Traveling four selling men. Sales to 
Wholesalers only. 


RALPH W. SULLIVAN CO. 


60i—So. Vermont Ave., Los Angeles 5, Calif. 








SPECIALTY JOBBERS 


Looking for an additional lucrative line? 
Tie in with Sharon's expanding market 
on our refillable Assortments $2,000.00 
investment sets you up with a complete 
inventory and exclusive franchise with 
our full support and cooperation. 


SHARON BOLT & SCREW CO., INC. 
Endicott St., Norwood, Mass. 





MANUFACTURERS AGENT 12 
perience now handling AMF Wheel 
Nr ss 


years’ ex- 
Goods in 
: Delaware, Maryland, Washington, 
. C., Virginia and West Vir inmia desires one 
additional volume line. Garden Supply lines pre- 
ferred. Intensive and consistent coverage ,  —an- 
teed. Box F-39, c/o Haroware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 


MANUFACTURERS REPRESENTATIVE, 
with good seRowing in Kansas, Nebraska, Mis- 
souri and lowa, calling on Hardware, Houseware, 
Automotive and Variety Chains, will handle an 
additional line. Only top quality considered. Box 
F-43, c/o Harnpware Acs, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 








WANT SALES RESULTS? We get them 
because we concentrate in MW ichigan, Ohio, Indi- 
ana. Will handle two additional lines—only 
highest grade considered. Write Box A-10, c/o 
Harpware Acs, Chestnut @ 56th Sts., Phila 
delphia 39, Pa. 


BUSINESS OPPORTUNITIES 


FOR SALE, Well established hardware job- 
bing business ted in middle Atlantic States. 
Inventory approximately $100,000.00. Yearly 
sales slightly over half million. Seven salesmen 
covering Metropolitan and adjacent territory. Ex- 
cellently situated for branch operation for whole- 
saler wishing to expand. Will sel] ir entirety or 
stock, fixtures, warehouse or receivables separ- 
ately. Write for full information to Box F-54, c/o 
Harpware Acs, Chestnut & 56th Sts.. Philadel- 
phia 39, Pa. 





BULK SALE—Hardware and Variety Goods. 
Quick Sale. Reason Health. Box F-55, c/o Harp- 
wane Ace, Chestnut & 56th Sts., Philadelphia 39, 
a 








RETAIL HARDWARE FOR SALE 


Average gross—$1i180,000. Has earned 20% 
annually on investment after partners and 
employes salaries. 5000 sq. ft. Neat Dis- 
play Area Industrial payroll. Rapidly 
expanding. Louisiana City—Inventory and 
fixtures approximately $50,000. 


Bex F-10, e/o HARDWARE AGE 
Chestnut & 56th Sts., Philadeiphia 39, Pa. 








MANUFACTURERS 
—Established 


REPRESENTATIVES 
manufacturers representa- 
tives, traveling from Maine to Virginia, 
now has industrial and hardware lines 
due to diversification of present factories. 
Invites inquiries from two young men in- 
terested in entering this business. Must 
be personable, aggressive, responsible and 
willing to travel. 
Box F-3!, ¢/0 HARDWARE AGE 








Chestnut & 56th Sts., Philadelphia 30, Pa. 





FOR SALE HARDWARE STORE in County 
Seat Town in Central Nebraska Tri County Ir- 
rigation District. Largest and oldest location in 
town. Owner wishes to retire. Owns building. 
Long term Lease available. Will reduce stock to 
fit available Capital and will give help in getting 
established. Address C. J. Ltn cheed—-Eladiene 
& Furniture, Minden, Nebraska. 


ni ee ee, 


HARDWARE MAN WANTED TO MAN- 
AGE OFFICE of New York Metropolitan area 
aggressive jobber. Must be qualifi to handle 
some personnel work, phone calls, inventory work, 
etc. Good chance for the right man. Send resume. 
Box F-48, c/o Harpware Acez, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


4 TOP-FLIGHT 
MANAGEMENT MAN 


This top-flight executive, with unusually 
diversified background, is planning to 
relocate. Experience includes top man- 
agement responsibilities in manufactur- 
ing, wholesaling and voluntary retail 
chain operations. Well qualified in Fi- 
nance, operations, sales, etc. Age 50. 
Will welcome discussion with interested 
parties. 
Box F-46, c/o HARDWARE AGE 

Chestnut & Séth Sts., Philadelphia 39, Pa. 











WHOLESALE—RETAIL MANAGER FOR 
THE past 6 years seeks association with aggres 
sive Hardware Company. East Coast only. Box 
F-25, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 








HARDWARE MAN WITH 28 YEARS of 
wholesale and retail experience. Ability to act in 
ity in either wholesale or re 

c/o Harpware AGE, 


17 
Philadelphia 39, Pa. 


administrative capaci 
tail hardware. x 
Chestnut & 56th Sts., 


AGGRESSIVE MANAGER of hardware op 
eration with good administrative ability availabic 
for responsible position at retail or wholesale 
level. Ten years experience—buying, selling, ad 
vertising, promotion, display, inventery control 
Willing to relocate. Resume upon request. Box 
F-53, c/o Harpwarg Acz, Chestnut & 56th Sts.. 
Philadelphia 39, Pa. 








STORE MANAGER OR PURCHASIN« 
AGENT position wanted. Ten years wholesale 
sales and retail experience in all phases of the 
hardware store operation. Desires position with 2g 
ressive concern. Family man with college degree, 
Box F-56, c/o Harnpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





SALES EXECUTIVE with rational hardware 
distributor contacts and knowledge of all aspects 
of manufacturer-jobber-dealer selling, seeks op- 
portunity to be valuable to reputable manufac 
turer; either as Sales Representative or in Sales 
Management. Currently employed, available soon 
Will relocate. Best of references. Box F-58, c/o 
Harpware Ace, Chestnut & 56th Sts., Philade! 
phia 39, Pa. 





EXPERIENCED WHOLESALE HARD. 
WARE SALESMAN desires change with Nation 
ally known manufacturer or well known whole. 
sale jobber, other lines considered. Also, nget 
enced in retail selling. Twenty-eight year old tam- 
ily man, honest, sober and reliable. Will relocate 

referably Atlanta, Geo Box F-61, c/o 

arpware Acer, Chestnut 56th Sts., Philadel 
phia 39, Pa. 





AMBITIOUS YOUNG MAN with no capita! 

willing to invest 24 years ex i j 

phase of retail Houseware an 

ing working ip. Box F-63, c/o Harp 

meen AGE, 56th Sts., Philadelphia 
. Pa 











more Fix-Up, 
Paint-Up Tools 
this Spring 

with the No. C120 
Hyde Tool Tower 


You'll sell 











BOOM SALES WITH PECORA’s P.P.D. 





Customers reach for this product—one of 

Pecora’s P.P.P.* (Perfect Profit Pair) . . . 

because they've liked and demanded it through the years. 
It's rated the top calking by homeowners everywhere. 


woz 





PECORA, inc. 
300-400 W. Sedgley Ave., Phila. 40, Pa. *Garland, Tex. 
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The “HOTTEST” Name in 


Soldering Irons ... index to Advertisers 
Solder Chief THE ADVERTISERS INDEX is published as a convenience and 


not as a part of the advertising contract. Every care is 


Now features a complete line of taken to index correctly. No allowance will be made for 
General eng trons, Pencil Irons, 


Heavy Duty irons. | errors or failure to insert. 


e ALL SOLDER-CHIEF IRONS are UNCONDITIONALLY fag nome 
e ALL —— IRONS are manufactured with U.L. Approved 





a K 
Acme Shear Company .... 71/ Keil Lock Co., Inc. 


Cords 
° ~~ UU'SOLDER CHIEF pay Tested & Approved to Rugged Alabama Mfg. Company ... 28/ Kennedy Mfg. Co. 


Aladdin Industries, Inc.... .38-39 Kitchen-Quip, Inc. 
; aslo, HI-FI” Motbles ©” American Brush Mfrs. Asso- Foodco Appliance Div. .. 
oo soeeee, See — e ee eee ciation Paint Brush Div.... 77] Knape & Vogt Mfg. Co.... 
Newly designed Cool 3 American Chain Division 


Exeallent Balance = GENERAL PURPOSE SOLDERING IRONS | “"cricon Chain & Coble iiving for inex tine 


oa Te Sen at Se Model Al00 . . . 30 watts American Device Mfg. Co.. makers 


Replaceable Co Ti : ye 
FACTORY PRE.TINNED ee = = American Hardware Corp. _. Metal Products Co. 
¢ 110-120 volts AC or DC © Attractively packaged and carded for automatic sales Safe Padlock & Hardware 


fet Products Co. v 
Printed Cireuit Work . American Plastic Products Long Island’ Electro Labs 
-ong-Life Replaceable Tips Inc. 
Extra-Light, weight less than | Co. . oe ng a 69 1 
: merican Thermos Products 
peavornes 16 moan Co. .....99, 100 |M & D Store Fixtures, Inc. 
PENCIL SOLDERING IRONS ts Ames Company, O. ...... 89} Macklanburg-Duncan Co. . 
Model A400... 15 watts e Use Ampsco Corp. .. .... tt] Magic lron Cement Co., Inc. 
Model A500. . . 30 watts Anchor Hocking Gloss. Marshalltown Trowel Co. .. 
carded Corp. .. . 102-103 | Mayes Bros. Tool Mfg. Co.. 
—— Animal Trap Co. “of America 88 Metal Ware Corp. 
° Excellent for — at NCES “ mo = §—«Arro Expansion Bolt Co.... 74/ Miller Co., Inc., Robert E. 
= iiamaaaa Aeracipiagse sao | Artistic Wire Products Co., Minnesota Mining & ‘tes 
wer aun HEAVY DUTY SOLDERING IRONS inc. 16) Se 


on Handle . Model A600 . . . 100 watts | Artwire Creations, Inc. 117 | Molded Specialties, ‘fac. 
Mp need to putt cee <a — | Arvin Industries, Inc. Mortell Company, J. W. 
outlet " - 300 watts A D 22, 27, 33 N 

° ° Long-Lif Lightweight : visi ; 
Béiain Wisk weit Elements" Shattrprnt | NE BOT co. 19, 29| Notional Brush Co. 


° Continuous mae aoe e National Hardware Show. | 




















A 
e Fast Heating and Plug . B National Metal Products Co. 

FOR A VERY REWARDING PROFIT MARGIN, IT PAYS TO STOCK AND SELL 

SOLDER-CHIEF SOLDERING IRONS. Sobbers: Write for prices and eatalog ve rather sae Products Co National Screw & Mfg. Co. 

sheets. Dealers: your jobber salesman assic ompany 


sheets. Dealers: See your jobber salesman _ ° oO 
Borg Erickson Corp. ....... , 
L. L. ELECTRO-LABS, linc. '* *sztzzy- port 8°17 | trove. ince dohn Clerk" 110] O* Fibre Beth Coy Ine 
ew . . . Pp 
Want more facts? Circle 191, p. 65 





Cc 
Cal-Dak Company Pecora, Inc. 
The Plas-Tex Corp Pioneer-Gen-E-Motor Corp.. 


| Campbell-Hausfeld Co. The Plas-Tex Corp. 
3 V a RY BO DY MA KES if H a M Carter industries pI orate ta wee .. 
BUT HERE C cc Champion Brass Mfg. Co... asti-Kote, Inc. ... 
HERE COMES THE Chicago Metallic Mfg. Co. Porter Co., Inc., H. K. 
Coastal Abrasives & Tool Co. Disston Div. 
Columbian Vise & Mfg. Co. Puritan Cordage Mills, 
Columbus Plastic Products 


R 
Inc. Reynolds Metals Co. 
Continental Can Company Rival Mfg. Co. 
35, 


Rubbermaid, Inc. 





Cordomatic Division . 
V Corp. 
tee — Safe Padlock & Herdware Co. 
Crescent Tool Company ... Sub. of American Hard- 
: Safety Plug Leck Cor 
Desmond-Stephan Mfg. Co. e ug Loc OP. ... 
Diamond Expansion Bolt Co., Security Storm Lock & Hard- 
Inc ware Co. 
Dianeed Wire & Cable Co. 17 — Mills, Inc. 
Disston Division IMOntZ 
H. K. Porter Co., Inc..... 109 | Slaymaker Lock Co. 


Southern Screw Co. 
Dykem Company, The ..... 104 Speco, Inc. 


E Standard Screw Co. . 
Ekco Products Co. Star Key & Lock me: Ca. 

Autoyre Division _......19, 27| Swingline, Inc. ... 
Empire Brushes, Inc. .... 30-31 


(DEFLECTOR) ¥ Everedy Company Tate Co., F. “ 108, 117, 


F Thermwell Products Co., Inc. 
60 adj. Firestone Tire & Rubber Co. 16/| Thompson Co., Inc., E. A... 


“ Foley Mfg. Company ..... 40) Turner & Seymour Mfg. Co. 
(ADJUSTABLE ) — Fuller Tool Co., Inc......... 88 . 


V 

:, G Vichek Tool Co. 

50 adj. Gering Products, Inc. ..... 21 oe a 
(ADJUSTABLE ) Gibson Good Tools, Inc.... 104 Wallace Silversmiths 


SOLD THRU JOBBERS ONLY H Wear-Ever Aluminum, 
Heller & Co., W.C......... 83] White Metal Rolling & 
Hines-Park Foods, Inc. Stamping Co. ; 
(Duncan-Hines Institute). 117] Williams Company .. 
CHAMPION BRASS MFG. CO. Hyde Mfg. Company ...67, 115| Woodhill Chemical Co. ____ 
1460 NAUD STREET . Worthington Co., George. ' 
LOS ANGELES 12, CALIFORNIA Irvin Ware Co. Y 


J Yale & Towne Mfg. Co. 
Want more facts? Circle 192, p. 65 Jefferson Screw Corp....... Lock & Hardware Div. 
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SEE US — SPACE 108—NHMA SHOW 


“Vinylite™ MUSMION > KOATES 
ee WIRE KITCHEN AIDS 


THRIFTY ce 
Want their money's worth! a) 





Feature These Extreme Values! 


PLATE STORING RACKS 
No. 750 — 10%” x 6” Small 


No. 7000 — 21” x 6” Large 
DINNERWARE STORFGE RACK 


No. 208 -- 1734” long, 7 Deep, 


PLASTIC DRAIN A TRAY 
Hi-impact Styron 


DRI-ALL DISHDRAINERS a dalek, ae aidan aie 


No. 2800 — 17” x 13%" x 5” 
No. 3750 — 18” x 15” x 6” 


No. 149 — 13%” x 10” Twin Sink 
No. 149 — 16” x 12” Regular 


DISHDRAINERS 
No. 109 — 17” x 13” x 3%" 
No. 119 — 17” x 13” x 4” 


Send for complete Catalogue today or contact our local representative. 


ARTWIRE CREATIONS UNC. SuFFERN. HY 


Want more facts? Circle 193, p. 65 





BETTER HOUSEHOLD 
HMAROWARE SINCE 1872 


E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 

















Want more facts? Circle 194, p. 65 


rs The Superior 
Floor Finish of all Times 


asf famous Keak Kote" 
| ae = g TRANSPARENT Y=2 


is coming back 


: 5 a os : Exclusive distributorships and franchises 
SR PE ae a available. For information write Plasti-Kote, 
i \, Dept. V-2, 9801 Harvard Ave., Cleveland 5, Ohio 
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gives you 


Added Volume and 


Greater Margin 





The Duncan Hines brand name adds 
value to the products it distinguishes. 
For a quarter of a century, Duncan 
Hines has symbolized the best in dining 


pleasure. \ “se 
\ oe 


Now your customers are demanding 
this added value in products for the 
home. They know that this famous 
name stands for the best of whatever 
it marks. 


This added value works for you. It 
means satisfied customers, increased 
turnover, quality. 











Hines-Park Foods Inc. | 


Want more facts? Circle 196, p. 65 
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THE LEVEL 


Want more facts? Circle 197, p. 65 


es ce ALY. \ 
ss © y)) 


~ MARSHALLTOWN- 
TROWELS 


Vif / WZ Lp jy ROC ORCC OF} 0000000 \ | 


\ 
5 





Mr 





MRNA 


DWH 
AT 


SS 











NAN SS ~ SW 
.. >. > bs ~* ss 





== 


és 
—<- 
—— 





RSGS|d|\AqOQ_Qai_ sz~4~qnyw 
WW SS SSS Ss 


AY 
Want more facts? Circle 198, p. 6 





ALL-PURPOSE 
CADDY 


Three polyethylene bins on a 
mobile metal rack for storing, 


transporting fruits, vegetables, 
| : : housecleaning, garden supplies. 
SETTER HOUSENOID : pe THE PLAS-TEX CORPORATION 
HARDWARE SINCE 1872 
Retail 2525 Military Ave., Los Angeles 64, Calif. 
€. H. TATE CO, © 251 CAUSEWAY ST. © BOSTON, MASS. | $9.95 A DIVISION OF CAL-DAK 
Want more facts? Circle 199, p. 65 | 











Genuine 
Original 


Wonderful for all WOOD and METAL Furniture 
Glide Softly, Silently, Smoothly 


3-COLOR DISPLAY BOX 


Colorful . . . Eye-Catching. Sells on Sight 


One Set of 4 sorte age | pom card 7 han ge a Cones. DOMES have 
a 
on @ 3-Color Card finish. point nail. Case hardened steel, burnished nickel plated mirror 
& SIZES: %&", 


1", Both Container and Cards in 3 COLORS 


11716", WA", WY". 





Ask your Jobber or write—/ebaa E. MILLER & CO., INC., 35.Pearl St., New York an. Y¥. 
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TAPPING SCREWS a Sa. aes 
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WOOD SCREWS 
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“NAT” STANDS OUT 


with dress-parade packaging 


Brighten up your fastener shelves and speed up off-the-shelf selection with 

the snap and color of National’s high-visibility labeling and uniform packaging. 

These smart, trim boxes stand out, boldly identifying National quality by their 
glossy red and black finish. Color-coded labels make stock handling easier, too! Colors 
quickly identify fastener types. And sizes are printed large enough to see, even on 
higher shelves. 

Standardize on National’s most complete, accepted 
quality line . . . packaged to stand out boldly for greatest 
sales appeal. Nati ‘onal, 


Ask Your Distributor . . . He Knows 


THE NATIONAL SCREW & MFG. COMPANY ¢ 
Cleveland 4,Ohio «* Los Angeles 22, California CHESTER i 


HOISTS is) 





